





IDEAS MAKE THE 
IDEAL PLANT 















































































































































with 


> H-R KOLA 


You can count on H-R KOLA to win the “straw 
vote’’ wherever it’s sold. 


More zip per sip is the answer! 


H-R KOLA has that consistently hearty, good 
kola flavor that brings customers back for 
more. 











Laboratory and consumer testing has 
PROVED the superiority of H-R KOLA. And 
our 35 years experience in manufacturing 
fine syrup products guarantee satisfaction 
to bottler, retailer and consumer alike. 


Increasing numbers of successful bottlers 
are turning to H-R KOLA concentrate for 
increased profits. 


Let H-R KOLA put those nice, big, black 
peaks on YOUR sales chart. Write right now 
for information. 


THE SYRUP PRODUCTS COMPANY 


“Seruing the bottler since 1915" e Baltimore 2, 


Maryland 
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TALK OF THE TRADE 


Parent-Owned Coke Plants In 
‘Frisco, Chicago Increase to 90 Cents! 

Four parent company-owned Coca-Cola plants—two 
in major markets—last month effected a 10-cent in- 
crease in wholesale price, from 80c to 90c per case. 
The plants involved are the Coca-Cola bottling compa- 
nies in San Francisco, Oakland, and Hayward, Cali- 
fornia, and Chicago, Illinois. 

Significantly, retailers in these areas who had been 
selling Coke at a nickel per bottle are not permitted to 
increase the retail price. A regulation in the soft 
drink industry pricing order (see following item) pro- 
hibits dealers from raising the retail price if the whole- 
sale increase is less than the full sixteen cents per case 

The price advance by the three California Coke 
plants, which serve a territory of more than 1,500,000 
people, became effective Sept. 4. (7-Up initiated a simi- 
lar increase about a week later.) 

The formal announcement to dealers simply advised 
that it had become imperative that prices be advanced 
slightly because of steadily rising costs (with no pros- 
pects of immediate relief). Among these rising costs 
was a recently-effected new wage scale for routemen. 
Driver-salesmen in the territory now receive a base 
of $84.00 weekly (believed to be the highest in the 
U.S.) as well as free uniforms and employer-paid wel- 
fare fund benefits. 

The price rise by Coca-Cola in Chicago was accom- 
plished in mid-September, and coming on the heels of 
the California boost, it immediately aroused specula- 
tion that Coke’s hold-the-line policy was beginning 
to waver. (See box next column.) 


Dealers Can't Up Retail Price 
If Wholesale Boost Is Under 16c 


Retailers throughout the country are vigorously 
protesting price regulations which force them to 
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All Coke Plants Settle Price Question 
Individually, Parent Company Says 


Since the question of price began to seriously 
trouble the soft drink industry more than two 
years ago, the position of Coca-Cola bottlers 
has occupied a key place in price developments. 
During that time, the parent company has had 
little to say, officially, on the subject but with 
the advent of the price increases in San Fran- 
cisco and Chicago, National Bottlers’ Gazette 
wired a request for a statement of policy to 
Robert W. Woodruff, Chairman of the Board 
of the company ‘and by telegraph received the 
following answer: 

“Retel Robert W. Woodruff September 24. 
The Coca-Cola Company does not own directly 
any bottling operations and does not directly 
or indirectly own any in Atlanta. 

The Coca-Cola Company owns stock in sev- 
eral corporations which operate bottling plants. 
These bottling plants are separately incorpor- 
ated and have their own management and 
boards of directors. The price for which each 
of these plants sells its product is determined 
by its management and board of directors. As 
is likewise the case with regard to franchised 
bottlers. The management of several of the 
plants have announced increases in the whole- 
sale price and that question when the problem 
arises will be handled by the management and 
boards of the companies so affected. 


E. J. Forio, The Coca-Cola Co.” 











operate under an almost inflexible ceiling on a wide 
range of food items while their suppliers have much 
wider leeway to increase prices. (Safeway Stores, Inc., 
currently is seeking a court order in Washington to 
relieve the squeeze, but three other chains have had 
formal “protests” rejected by Michael V. DiSalle, Price 
Stabilizer.) 


In the case of soft drinks, dealers are not permitted 





to increase the retail level unless the bottler raises the 
wholesale price by the full 16 cents per case allowed 
under the soft drink industry pricing order (Supple- 
mentary Regulation 43, GCPR). Thus, in the Chicago 
and San Francisco areas, where Coca-Cola recently 
raised to 90c, dealers are being forced to maintain 
the 5c retail level on Coke.* 





* Coca-Cola people did not like this section of 
the regulations any more than did the retailers 
affected by it. Accordingly, the parent company 
has recently petitioned OPS to amend the Gen- 
eral Ceiling Price Regulation, Supplementary 
Regulation 43, Section 5 (the soft drink price 
order) to permit retailers subject to SR 43 to 
increase retail prices if less than the full l6c 
increase is made by the bottler.—Editor’s Note. 











N.B.G.’s Pacific Coast correspondent reports that 
since Coke’s new wholesale price became effective, 
“grocers, druggists and other retailers have been bom- 
barding the San Francisco-Oakland offices of OPS to 
determine whether they could increase the retail price 
1f Coca-Cola by one cent. The answer is ‘no’ since 
Coca-Cola did not take full advantage of the wholesale 
price increase granted under Supplementary Regula- 
tion 43. However, if they wish, retailers can discon- 
tinue selling the beverage at the carton price of six 
for 25« 

The regulation, which has the effect of enabling Coke 
and other soft drinks to maintain nickel selling prices 
despite increased wholesale levels, reads: 

“Sec. 5. Pricing by retailers. (a) If you sell soft 
drinks at retail and your supplier, after the effective 
date of this regulation, charges you at the rate of 96 
cents or more for a case of 24 bottles of any soft 
drink, or increases his price to you by 16 cents for a 
case of that size, and your ceiling price is less than 
6 cents you may increase your selling price to 6 cents 
for a bottle of that drink.” 

Incidentally, OPS was fully aware of the squeeze 
that could be imposed on the dealer when it issued the 
soft drink pricing order. This is evident from the fol- 
lowing paragraph from the “statement of considera- 
tions” issued as part of the order: 

“Manufacturers and wholesalers may, of course, 
choose to increase their prices less than the full amount 
allowed for in some cases.. They may find it com- 
petitively impossible to take any more than the mini- 
mum increase necessary to prevent losses. In such 
cases, the retailer, whose markup on soft drinks is 
much higher than that for most other standard grocery 
products, will be required to absorb the increase. This 
is, however, balanced by the fact that the retailer 
whose current ceiling price is five cents a bottle and 
whose cost is over 88 cents or whose cost is raised as 
much as eight cents but less than 16 cents a case under 
this regulation, is permitted to abandon differentials 


for multiple unit sales. 


a 


New Vitamin Soft Drink Makes 
Bow—At 25c Per Bottle 


A new vitamin-fortified lithiated-lemon drink, called 
“Dr. Enuff”, has been introduced by a Johnson City, 
Tennessee, bottler. Produced in a 7-oz. package, the 
product retails for 25c per bottle. 

So satisfactory have been the initial sales results, 
additional Dr. Enuff franchises have already been 
granted to bottlers in Quincy, Ill. and Charleston, S. C. 
Headquarters of the parent company are in Chicago. 

The wholesale price of the beverage is pegged at 
$8.00 per 48-bottle case. Retail value of the case is 
$12.00. 


Interest Mounts In Higher Deposits 


The serious losses occasioned by low deposit levels 
have prompted at least two associations to go to work 
on the problem. The North Carolina Bottlers Associa- 
tion, in a recent bulletin to members, pointed out that 
considerable interest and activity has developed in the 
State toward a general increase in deposits. The 
organization declared that this was a healthy situation 
and that interest in the matter should be pursued to 
the point where a realistic deposit structure might be 
generally established. 

At the same time, taking cognizance of the fact that 
some dealers allow bottles to go off their premises 
without collecting a deposit, the Cumberland Valley 
(Ky.) Bottlers Association, representing 15 plants, 
sent a “round robin” letter to all retailers pointing out 
the advisability of charging a deposit for bottles, not 
only as a means of keeping costs down but because 
returnable bottles bring customers back into the stores 
for additional purchases of soft drinks and other mer- 
chandise. 


This Soft Drink Worth $14,000!!! 


Here’s a bottle of soft drink worth $14,000 (that’s 
right)! What’s more, it’s 59 years old. This is the 
story: 

Back in 1892, a midwest farmer purchased a case 
of strawberry soda as a birthday gift for his grandson. 
The youngster was very careful of this soda, drinking 
a bottle only on special occasions. The grandfather 
learned of the youngster’s frugality and when he died 
soon afterward his will included a provision that if 
the boy on his 65th birthday (February 24, 1952 
could produce one unopened bottle of the original case 
of 24 bottles he would inherit granddad’s $14,000 
Kansas farm 

As of this writing, there is just one bottle remain- 
ing, and the “boy”, now 64-plus, is zealously guarding 
it until it can be cashed—for $14,000. 


W. Va. Beverage Tax Receipts 
Exceeding State’s Estimates 


Receipts from West Virginia’s recently imposed soft 
drink tax are running somewhat ahead of expectations. 
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This was indicated in August collection reports by 
Tax Commissioner C. H. Koontz showing that the 
drink tax revenues amounted to $364,819.60. 

Tax officials had estimated that the soft drink levy 
would bring in about $4,000,000 a year. Koontz said 
the August “take” would indicate a sum considerably 
above that figure. However, he noted that August 
revenues might be “inflated” slightly by delayed July 
reports 


Washington Governor Vetoes 
Drink Tax Bill 


Washington Governor Langlie last month vetoed a 
soft drink tax measure, but approved the rest of a 
“package” tax bill designed to help balance the state’s 
1951-1952 budget. 

In vetoing the proposed beverage tax, Gov. Langlie 
said: “This tax will amount to approximately 10 per 
cent of the selling price and when added to the retail 
sales tax of 3 per cent will make the aggregate tax on 
the soft drink industry and its clientele so onerous as 
to seriously injure many of those now engaged in the 
business, particularly the smaller operators.” 


Walter Mack (Nedick’s) Acquires 
Cantrell & Cochrane 

Walter S. Mack, Jr., former president of Pepsi-Cola 
who recently acquired control of Nedick’s, last month 
announced the purchase from Edward and John Burke 
Limited of Cantrell & Cochrane ginger ale, club soda 
and flavors. The purchase was transacted through 
Phoenix Industries Corporation, also headed by Mr 
Mack, of which Nedick’s is a subsidiary. The acquisi- 
tion includes the formula, trademark, goodwill and 
manufacturing rights for the United States, Canada, 
Mexico, Bermuda, Puerto Rico and Cuba. 

Mr. Mack stated that Cantrell & Cochrane Ginger 
Ale will be made and distributed in conjunction with 
Nedick’s, Inc. It is said to be the leading ginger ale 
today in Great Britain and has been famous through- 
out Europe for many years. 

It is planned to get into the production of the ginger 
ale and club soda, as well as some of the more popular 
flavors under the Cantrell & Cochrane (C&C) label 
within the next sixty days, and commence franchising 
it soon thereafter. 


Commission Earnings Discussed 


Suggestions for adjusting wages of employees whose 
earnings come wholly or in part from commissions 
were discussed on September 18-19 in Washington 
before a panel of six representatives of the public, 
industry and labor. The panel was appointed by the 
Wage Stabilization Board to conduct hearings, to digest 
briefs submitted by September 24, and to present 
recommendations promptly. 

Until the W.S.B. acts upon recommendations of the 
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panel, driver-salesman and other commission-basis em- 
ployees are without a means of claiming any of the 
increases permitted employees paid by other means. 
Employees remunerated in whole or in part on a com- 
mission basis are not eligible for the 10°, increase 
permitted by Wage Regulation No. 6; for any part of 
the 6% merit or length of service increases permitted 
by GWR No. 5, or the cost of living boosts authorized 
in GWR No. 8. 


National Convention Plans Shaping Up 


Plans for the coming A.B.C.B. convention-exposition 
in Washington, D. C., Nov. 12-15, are rapidly taking 
shape. Here are some late bulletins: 

National Manufacturers of Soda Water Flavors has 
scheduled its annual meeting for November 13 at the 
Hotel Statler 
also meet November 13—in the Capital Room of the 
Hotel Statler... . This year’s recipient of A.B.C.B.’s 
Medal of Industry Service will be Edward Wagner, of 
a. es 
presentation will be made at the convention. 


Wagner’s Sons Company, Cincinnati. The 


Canada Dry Schedules Four Regional 
Bottlers’ Meetings 


Canada Dry has scheduled its annual meetings of 
franchise bottlers, to be held on a regional basis this 
year, beginning with a gathering of the Midwestern 
group at Chicago on October 8 and 9. This will be 
followed by conferences in New Orleans on October 15 
and 16; in New York on October 23 and 24; and in 
Los Angeles on October 30 and 31. Principal business 
of the gatherings will be to discuss advertising, mer- 
chandising and sales training plans for the coming 
year. Included in the program will be a detailed report 
and analysis of record-breaking sales progress made 
during the past year. 

James W. Ellis, vice president in charge of the U.S. 
License Department, will lead the conferences, assisted 
by other parent company officials including C. Richard 
Bayles, license department manager. 


Steel Quantity Determines Procedure 
In Plant Construction or Improvements 


How to apply for permission to start work and for 
an allocation of scarce materials to complete construc- 
tion or remodeling of a soft drink manufacturing or 
distributing facility involving more than 25 tons of 
steel per quarter is outlined in Defense Food Order 
No. 5, recently issued by the U. S. Department of 
Agriculture — claimant agency for the soft drink 
industry. 

Under DFO 5, applications for construction authori- 
zation in the soft drink industry should be filed with 
the Production and Marketing Administration Office 
in the State where the construction is to be performed. 

(Small jobs involving no more than 25 tons of steel 
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per quarter may be self-authorized by endorsing pur- 
chase orders for structural steel as follows: “U-6: 
Certified, CMP Regulation 6’’.) 


News Briefs 


Reports have it that a prominent parent company 
(one of the top 15) is eliminating its field organization. 
A four-plant Coca-Cola chain in N. Y. is being 
offered for sale. ... Dr. Pepper Company last month 
began sponsorship of the “Ted Husing Sports Round 
Up” over a special CBS southern network of 55 sta- 
tions. ... Pennsylvania Railroad is experimenting with 
vending machines in its passenger trains. The units, 
built by the Rowe Corporation, will be tested for 
a month. 


Canada Dry Bottling Company of Hartford, for- 
merly a pilot plant of the parent organization, has 
been sold to Carl Weber and Ivan A. Fraver, successful 
operators of Canada Dry Bottling Co., Redding, Pa. 

Squirt Company is currently cautioning against 
the substitution of Squirt in bars, taverns and retail 
stores when customers have specifically requested the 
product. . . . Gross national product increased to 
an annual rate of $326 billion in the second quarter of 
1951. This compares with $319 billion in the preceding 
quarter and $275 billion in the corresponding quarter 
a year ago. 


Pennsylvania bottlers have dubbed their annual 
meeting this month the “Victory Convention”. (They’ve 


gotten rid of the tax, you know)... . So far this year, 
A.B.C.B.’s Field Laboratory has visited 340 plants in 
19 states in the Northeast and South. Data collected 
is to be summarized and reported by A.B.C.B. Tech- 
nical Service. Tabulations should be of considerable 
interest to production men 

incidentally, is currently conducting another cost-and- 
price survey, the aim being to assist bottlers requiring 
adjustment of existing price levels. . .. Fredericksburg, 
Va., school board recently banned the sale of soft 
drinks and candy in school lunch rooms. . . . Labor 
difficulties now facing the sugar industry may cause 
some supply problem in later months. 

Add several Denver plants to the relatively small 
number of bottlers who have increased prices since 
issuance of the soft drink pricing order. But Coca- 
Cola, Seven-Up and Kist in Denver are still holding 
the line. . . . The soft drink slogan contest (top prize 
$100) sponsored by a group of Eastern bottlers and 
suppliers, ends October 15. If you have time and a 
suggested slogan, send it to Soft Drink Slogan Com- 
mittee, P. O. Box 124, Midwood Station, Brooklyn, 
a a Hyman Kirsch, founder and treasurer of 
Kirsch Beverages Inc., Brooklyn, N. Y., will be honored 
at a testimonial dinner, November 6, by the Jewish 
Sanitarium and Hospital For Chronic Diseases, Brook- 
lyn. .. . Oops. In the “Ladies in Our Industry” article 
appearing in this issue we’ve inadvertently listed the 
secretary-treasurer of the Burns Bottling Machine 
Works as “Miss” Iona Burns Shephard. It’s “Mrs.”, 
nacherly. 





Florida Tampa 
Connecticut Hartford 

Virginia Richmond 
Tennessee Nashville 

North Carolina (near) Greensboro 
Pennsylvania Philadelphia 
A.B.C.B. CONVENTION-EXPOSITION 
New Jersey Asbury Park 
Missouri Kansas City 
Georgia Savannah 
Massachusetts Boston 
New Mexico 


Albuquerque 
California-Nevada 


San Francisco 


1951-52 STATE CONVENTION CALENDAR 


The following State Association meeting dates have been definitely set for the 
1951-52 convention season. Additions to this listing will be made monthly. 


State City Hotel 


Tampa Terrace Oct. 14-15 
Hotel Bond Oct. 14-15 
Hotel Jefferson Oct. 15-16 
Hermitage Hotel Oct. 21-22-23 
Sedgefield Inn Oct. 22-23 
Hotel Warwick Oct. 2 
- Washington, D. C.... 

Berkeley-Carteret 

President Hotel 2-3- 

General Oglethorpe c. 9-10 


Statler Hotel an. 14-15 


Dates Days 
1951 
Sun.-Mon. 
Sun.-Mon. 
Mon.-Tues. 
Sun.-Tues. 
Sun.-Tues. 
Sun.-Tues. 
Mon.-Thurs. 
Fri.-Sun. 
Sun.-Tues. 
Sun.-Mon. 
1952 
Mon.-Tues. 
. 24-25 Thurs.-Fri. 
Mon.-Tues. 





Mississippi 
Wisconsin 
Texas 
Alabama 
Washington 
Utah 
Indiana 
Kentucky 
Illinois 
Michigan 
New York 
Minnesota 


Biloxi 
Milwaukee 
San Antonio 
Birmingham 
Yakima 


Salt Lake City 


Indianapolis 
Louisville 
Chicago 
Grand Rapids 
Syracuse 
Minneapolis 


St. Francis Jan. 28-29 


Buena Vista 
Hotel Schroeder 
Gunter Hotel 
Thomas Jefferson 


Brown Hotel 
Hotel Sherman 
Pantlind Hotel 
Hotel Syracuse 
Hotel Nicollet 


. 3-4-5 

. 4-5-6 

. 10-11-12 

. 10-11-12 

. 11-12 
Feb. 15-16 
Feb. 18-19 
Feb. 21-22 
Feb. 27-28-29 
Mar. 3-4-5 
Mar. 23-24-25 
Apr. 14-15 


Sun.-Tues. 
Mon.-Wed. 
Sun.-Tues. 
Sun.-Tues. 
Mon.-Tues. 
Fri.-Sat. 
Mon.-Tues. 
Thurs.-Fri. 
Wed.-Fri. 
Mon.-Wed. 
Mon.-Tues. 
Sun.-Tues. 
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There's lots more to crown 
manufacturing than just mak- 
ing GOOD crowns.... 
Consolidated's top quality 
crowns, the result of 47 years 
of experience, are in your 
plant when you need them. 
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| be at Booth 246 at the 
A. B.C. B. Convention-Exposition 
Washington—and are holding Open 
House in the District Room, Statler 
Hotel. You'll be warmly welcomed at 


either or both places. Come and 


“Metal shortages, cork shortages, 
governmental restrictions, tin cans, 
scrap crowns, etcl We remember 
how you used to call us regularly dur- 
ing World War II to help us over the 
rough spots. We trust that no such 
difficulties will arise in the uncertain 
times ahead, but if they do, we are 
counting on you for your help."— 
Chas. R. Racey, Associated 
Coca-Cola Bottling Plants, Inc. 


From the first suggested sketch for your decoration 
through on-time delivery of the finest-made crowns, 
Consolidated's entire organization is working for you to 
help you produce fine beverages, perfectly sealed. A 
letter or telephone call will place us at your disposal. 


CONSOLIDATED CORK CORPORATION 


4012 Second Ave. 


Brooklyn, W. Y. 
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ASK FOR SAMPLES * 
OF THESE 


ALL ARE 4-OUNCE STRENGTH 


ROOT BEER COMPOUND 

A delicious flavor with excellent heavy color, 
gaining constantly in popularity 

No. 2 ROOT BEER COMPOUND 

For a smooth, rich and creamy thirst 
quencher. 

OLD-FASHIONED ROOT BEER COMPOUND 

A superb taste treat full of good old- 
fashioned flavor. 

MOZARK ROOT BEER COMPOUND 


More foamy and with a slightly different 
flavor. 


Ask about other Red Seal Root Beer 
Extracts and Compounds that may 
meet your requirements more exact- 
ly, especially for strength. 


WARNER-JENKINSON MFG. CO. 
Manufacturers of Certified Food Colors, Extracts, Flavors, Vanillas 
ESTABLISHED 1905 2526 BALDWIN ST. e@ ST. LOUIS 6, MO. 
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< PAPER MILLS 
9 135 So. LaSalle St., CHICAGO 3, ILL. 





PAPER MILLS © CARTON PLANTS @ MORRIS, ILL.— MELROSE PARK, ILL.— MARION, IND. 
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How to cut caustic costs 


Just add a little Oakite Composition No. 53 to your caustic bottle- 
washing solution. It cuts costs by reducing caustic carry-over from 
washing to rinsing operations ... and by giving you cleaner bottles. 


Got any proof? 
Here’s what bottlers who use it say: 
“Daily upkeep dropped from 120 Ibs. caustic to 60 Ibs.” 
“Re-runs cut from 7 cases to 5 bottles.” 
“Ended too-rapid loss of carbonation.” 
“Bottles cleaner and brighter than ever.” 


“No more hand scrubbing with acid to remove light 
rust stains.” 


What is this Oakite Composition No. 53? 
Wh A fast-dissolving, fine white powder that makes water rain-soft— 


combines with hard water salts to form soluble but inactive mole- 
cules that can’t interfere wi bottle washing. Steps up cleaning 

BEVERAGE auatiTY cules that can’t interfere with bottle washing. Steps up cleaning 
and bactericidal power of your caustic solution. 


How does it help me? 


You wash your bottles better, with fewer re-runs. You get rusty 
necks clean, remoye even cement deposits. Your bottles rinse better, 
with no cloudy, bacteria-breeding films. Your carbonation lasts 
longer because of better rinsing. Your solution needs less caustic 
upkeep. You stop lime-scale buildup, gradually remove present 
light scale. 


May I see for myself? 


Sure. Just call your Oakite Technical Service Representative for 
free demonstration. Or mail coupon below for FREE booklet. 


prized INDUSTRIAL Clay 
ete 


OAKITE Y —— 


yict 71 Thames Street, New York 6, N.Y. 


"erenagd $° 5t® 
METHOD a Please send me a free copy of the Oakite bottling booklet. 


Represent tsy ocated an i 
f United Gptes and Canad Name 


Address_ 








Company 





wd 
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"What ails your 
GINGER ALE? 


Here are 3 Vircinia DARE 


prescriptions! 


EXTRACT CO., tac. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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SEATTLE BILLINGS MILWAUKEE DETROIT NEW YORK 
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IN SALES IMPACT~=-no sign outshines 
“the Sign of Success” 


On night-darkened highways, signs made with quired—car headlights alone make these signs 
“Scotchlite’’ Reflective Sheeting put ona glorious leap into deep, vivid color. Motorists begin 
display of color without distraction of any kind. watching these brilliant displays as far as half a 
Trees, buildings, ordinary signs fade into the mile away! 
darkness to provide a backdrop for the center- Want more details about the “SIGN OF 
of-the-stage performance these sparkling signs SUCCESS’’? Just get in touch with your local 
put on every night, all night long. sign plant, or write us direct at Dept.NG101, 
No costly illumination or maintenance is re- Minnesota Mining & Mfg. Co., St. Paul 6, Minn. 


TYPE iMumi : "“SCOTCHLITE” yee 
Rs 6 53 Reflective Sheeting L IT 7 
Cost Per Month $13 The $c coTcH 
same (6 AM 6 Pa) (6 Psy ~~ (6 oe naa SIGN of REFLECTIVE 


“Exposed Circulation 137 - - i an 3 si SUCCESS SHEETI NG 
Per Month . . , 


Cost Per M g 10¢ 6 


= ae cial aia iaailicaiilniaagamcigiie a THE SUCCESSFUL MEDIUM used by successful busi- 
| “THE SIGN OF SUCCESS" gives you the largest number of lookers over nesses in all parts of the country. 
| Made in U.S.A. by MINNESOTA MINING & MFG. CO., 


the longest period of time at the lowest cost per looker. St. Paul 6, Minnesota, also makers of “Scotch” Brand Pressure- 
I sensitive Tapes “Scotch” Sound Recording Tape, “Undersea” 
Rubberized Coating, “‘Safety-Walk’”’ Non-slip Surfacing, “3M” 
GREATER IMPACT at lower cost—that’s the reason the “SIGN OF Fagin “3M Adhesives Ge neral Export: Minn. Mining & Mfg 
TICCRaC’ see lanes a 5 2 ». Internationa! Division. 270 Par ve., I j ° n Can 
SUCCESS” is winning new frie nds all the time. ada: Minn. Mining & Mfg. of Canada, Ltd., London, Canada 

















Budweiser 
LAGER BEER 





Preferred Everywhere 


Colorful night and day... 
and inexpensive, too! 


Roadside signs, place-of-purchase bulletins, in deep, vivid color . . . put on a sales-building 


overhead signs, wall signs can now be reflector- 
ized in full color at a fraction of former cost, 
thanks to a simple new system. Transparent 
colors are painted or silk screened on an over- 
all background of silver ‘‘Scotchlite” Flat-Top 
Reflective Sheeting. These new colors look opaque 
by day. At night they reflect headlight beams 


show for every motorist on the road. 

Call your local sign plant for full details about 
this new low-cost way to produce colorful reflect- 
ing signs, or we'll be glad to give you the whole 
interesting story direct. Write Dept. NG101 
Minnesota Mining & Mfg. Co., St. Paul 6, 
Minnesota, and we’ll rush you complete details. 


The 
SIGN of 
hI Td 445 


USED IN ALL 48 STATES on traffic signs, advertis 
displays, trucks and buses, railroad cars and Diesels, 
grade crossing warnings. 

Made in U.S.A. by MINNESOTA MINING & MFG. CO., 
St. Paul 6, Minnesota, makers of “‘Scotch’”’ Brand Pressure 
sensitive Tapes, “Scot »und Recording Tape, “*Underseal” 
Rubberized Coating fety-Walk” Non-slip Surfacing, “3M 
Abrasives A’’ Adk s. General Export: Minn. Mining & Mfg 
Co. Internat 1 Division 0 Park Ave... N. Y. 17, N 

ida: Minn. Mining & Mfg. of Canada, Ltd 


ScoTCHLITE 
ELECTIVE 
SHEETING 


HERE ARE A FEW of the familiar trademarks that blaze on the nation’s 
highways every night, reproduced in their true colors with “‘Scotchlite”’ 
Sheeting and transparent colors. 


In Can 





For the Crowning Performance, be sure 
your beverage crowns have the extra 
protection of Mundet cork liners... 


processed from the world’s best cork. 


Mundet Cork Corporation, Crown Division, 
7101 Tonnelle Avenue, North Bergen, N. J. 


serves the World 


Mundet Crowns 


COMPLETE CROWN SERVICE 








MUNDET DISTRICT OFFICES 
DALLAS 1 KANSAS CITY 7, MO. S¥. LOUIS 9 
@1 Second Avenue 1428 St. Lovis Avenue 3176 Brannon Avenue 
DETROIT 21 *LOS ANGELES (Maywood) *SAN FRANCISCO 7 
14401 Prairie Street 6116 Walker Avenue 44 Brannan Street 
*HOUSTON 1 “NEW ORLEANS 16 aa 
Commerce and Palmer Streets 315-325 N. Front Street *in Canada: 
JACKSONVILLE 6, FLA. PHILADELPHIA 39 Mundet Cork & Insulation Lid. 
800 E. Bay St. 854 N. 48th Street 


“CROWNS CARRIED IN STOCK 


*ATLANTA 
339-41 Elizabeth Street, N.E. 


*BOSTON 
57 Regent St. (No. Cambridge 40) 
*CHICAGO 16 
2601 Cottage Grove Avenue 


CINCINNATI 2 
427 West 4th Street 











35 Booth Avenue, Toronto  cnmemel 
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AND PRODUCT STANDARDIZATION 


with the 


EXCLUSIVE! 


LIQUID’, SEGMENT- 
TYPE FLEXISLE 
CROWN THROAT 
will crown perfectly 
any size. bottle even 
if bottle neck is out- 
of-round 








1 il 


Je tiene Nel 


25h 


Z 


SET a 


ill 


yp 





Flexible Crown Throat and Con- 
trolled Cushion-Pressure crowning, 
are just two of the many exclusive 
features that insure perfectly sealed 
crow ns — keep gas in and air out — 
to preserve the food-product quality 


of your beverage. 


THE LIQUID CARBONIC 


CORPORATION 
3100 SOUTH KEDZIE AVENUE 


° CHICAGO 23, ILLINOIS 
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If you're looking for ways to step up profits by cutting delivery 
costs then look to Specialty Zephyr Bodies. It will pay you, and 
pay you double, to investigate Zephyr Bodies TODAY. 


ZEPHYR BODIES assure you long body life and low maintenance 
costs. That's because ZEPHYRS are built that way. Specialty engi- 
neers have eliminated 500 to 1,000 Ibs. of excess body weight— 
thus slashing fuel costs, reducing tire wear, lengthening body life, 
while at the same time boosting payload capacity. 


SPECIALTY was first to introduce a patented Slider Rail Con- 
struction to speed up loading and unloading, and to minimize 
crown and bottle damage. 


MORE Specialty innovations: Rugged, hazard-free hinged and 
sliding doors; 5 wide body design introduced in 1939; and new 
Pallet Bodies with a revolutionary system of automatic loading 
and unloading. 


Write us today on your immediate requirements. Our plant is 
now in position to assure you prompt delivery. 


ES PAY OFF 


IN LONGER LIFE 
AND LOWER 
MAINTENANCE 





NEW REMOVABLE 
RACK PALLET DESIGN 


Specialty was First to introduce a new 
Pallet Body with removable steel rack 
pallets, designed for automatic loading 
and unloading, when used with Special- 
ty's Bottlematic Machinery. 











WRITE for a Copy of the New Zephyr Catalog 
Sent FREE on request. 


SPECIALTY ENGINEERING CO. 


PHILADELPHIA 34, PA. 


ALLEGHENY & TRENTON AVES. 
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It’s 
Designed for You! 





The Flavor Everybody Wants eee 


TWITCHELL’S 


TOM 


COLLINS 


YVERYBODY will want vour Tom Collins 
4 
4 i 
product—everybody is a ready buyer. . . 
if you base your drink on Twitchell’s new, 
exciting Tom Collins flavor. 
Here's a 4-0z. item chock-full of value for 
bottlers. It contains richest lemon juice and 


pure. choice lemon flavor. It produces a Tom 


Collins drink that is fruity perfeetion—that 


\ 
to receive | 
32-pes® 
ot- 
ik: Ss. 


zine © 
yiler’s tinge? 


st 


a 


has a just-right appearance See mixer or 
straight drink enjoyment. 

And. like all Twitchell flavors. its reason- 
able price earns extra profits for you. 

Your generous, free sample is waiting. 
Write for it. Better still. save time by placing 
a quantity order. You're protected by our 


outright guarantee. 


"4 


COMPANY 


J 


rite us. je vy’ 8 


years of service to bottlers 
of course: 


CRESTMONT AND HADDON AVES. e CAMDEN 4, N. J. 
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Editorial 


@ ALIVE AND KICKING 


Fe many people, including a large 
portion of those engaged in it, have 
been inclined to write off the bottled 
soft drink industry as a “has-been” 

a corpse-—-and a hungry one at 
that—of a once prosperous industry. 
bottlers 


Economists and editors, 


and supplymen make up a strange 
assortment of pallbearers at what 
now appears to have been a prema- 
ture burial! 

For the industry is not acting like 
any self-respecting corpse should. 
Instead, in recent months, it appears 
to be behaving like any other healthy 
American business. For example: 
infusions of new plants, new people 
and new capital have been resumed 

new drinks, new packages and 


new promotions are being readied 


for market improved equipment 
is being purchased by the bottlers 

. the national Exposition sched- 
uled for November is a virtual “sell- 
out”. Most important sign of good 
health, however, is that a large seg- 
ment of the industry (we figure about 
70%) has already done something 
about getting adequate prices. 

So let’s shed the black mourning 
attire—put on some work clothes 
get out and sell. This industry is 
plenty alive and kicking! 





@ “BE PREPARED” 


7 ms familiar slogan of the Boy 
Scouts says a good deal in just two 
words. It is singularly appropriate 
to apply it to our industry at this 
critical stage in its affairs. For, in the 
days ahead, we are faced with a 
period of crucial self-analysis and 
preparation for the future. Our peak 
summer season has just concluded; 
the implementation of a new price 
order needs to be worked out; the ex- 
perience of more than 25 months of 
cost and price problems and intense 
friction between bottlers still re- 
quires solving. 

The bottler of today who wants to 
be in business tomorrow must be pre- 
pared with sound answers to vital 
business questions. 

The A. B.C. B. Convention-Exposi- 
tion in Washington. November 12-15, 
can be a pivotal point in your future 
and in the industry's future. Every bot- 
tler, regardless of the size or type of 
his business, should be prepared to 
attend it. It is designed for his bene- 
fit a sounding board for the ex- 
change of opinion, comment and ad- 
vice, and a means of putting him in 
intimate touch with the “tools” of his 
trade—equipment, supplies, services 


and the like. So. if you're going: 
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-Be Prepared to listen to men 
of national reputation, most of them 
from within our ranks, analyze from 
the speakers’ platform the manifold 
questions of the day. 

Be Prepared to participate ac- 
tively in public forums which have 
been arranged, as well as the regular 
and special “technical” meetings. 

Be Prepared to fully examine 
and evaluate the hundreds of articles 
which will be on exhibit at the Big 
Show. (Proper utilization of these 
things can make an enormous differ- 
ence in the operation of a bottling 
plant, at a profit!) 

Be Prepared to take part in any 
discussions of prices and deposits. 
(We hope A.B.C.B. will make the 
necessary time and program  provi- 
sions for this!) 

Be Prepared to explain why you 
have raised prices and what the re- 
sults have been. Or, why you have 
not raised prices! 

Be Prepared to tell what you 
are doing about deposits on -cases 
and cartons! 

Be Prepared to say what you 
think about the relationship of price 
levels to various sizes of soft drinks, 
and whether the 12 ounce and the 
quart should have definite price 
ranges of their own. 

Be Prepared with an opinion of 
the “tailored” price order as now 


written and what changes, if any, 
you would like to see made. 

Be Prepared to state your re- 
action to the bitterness and animosity 
which characterizes so many areas 
and has manifested itself in demands 
for special taxation and outright at- 
tacks of one business on another. 

Be Prepared to outline your at- 
titude toward the competitive effects 
of the canned, concentrated juices 
and other products which are bid- 
ding for business in our markets and 
our outlets. 

Be Prepared to state your opin- 
ion on such proposals as revival of 
Beverage Week, or a national co- 
operative advertising campaign. 

Be Prepared to say what you 
think of the “leadership” of the soft 
drink industry —the state and na- 
tional associations, the local groups, 
the franchise companies, the trade 
press. 

Be Prepared to make the na- 
tional convention and the State meet 
ings coming later in the year pay 
participating 


dividends by actively 





in the discussions, by letting your 





voice be heard on any and all indus- 





try matters. 

If enough of us do that, we'll have 
not only a “bang-up” national con- 
vention—but more important, we'll 
come out with the right answers to 


many of our problems! 
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7 HE most unl and unorthodox, 


yet amazingly efficient, soft drink 


operation in the entire country! 

That’s the story, nut-shell brief, 
of the Davis Bottling Company, of 
Baltimore, Maryland—a plant that 
is breathtakingly beautiful in ap 
pearance, dynamically different. in 
layout and design, and super-smooth 
in operation 


The facts, without any furthe) 
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IDEAS MAKE THE 
IDEAL PLANT 


New, unorthodox concepts of construction 
and operation are incorporated in 

this strikingly-different, highly-efficient plant 
that expresses the ideas and imagination 

of its inventive designer— 


who is also its owner and manager. 
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FLOW CHART 





superlatives, will justify these «a¢ 
colades 

1. It is a three-story plant, yet 
every floor is on the street level! 
This is possible because the plant is 
built on a sharply sloping site (see 
above photo of plant exterior). 
What’s more, there are truck en- 
trances on every floor; no elevator 
is required. 

2. Production is planned on a ver- 
tical axis (three levels), while re- 
ceiving and shipping of raw mate- 
rials, unloading of incoming empty 
cartons and bottles, reloading and 





empties arrive at first-floor 
transported by con 
sement storage (2), from 
Y e fed mechanically up- 
bottling room (3) for washing 
ng. Raw materials are de 
> floor (4), then taken to 
on same level near sirup 
Sirup is fed downwards via 
bottling department. Filled 
nveyed from bottling room 
rage area directly behind (6) 
eded. loaded onto trucks at 
truck loading-unloading plat 
Loaded trucks swing out 
rear of plant to truck bays (8) 
vernight, then roll out at start 
perations, 





Below—The man primarily responsible 
for the planning and design of the plant 
is owner-manager Allan C. Davis (lower 
right). An inventive genius, Mr. Davis 
has developed numerous units of bot- 
tling equipment, among which is the 
case packer shown at left. 





EFFICIENCY IN TRUCK LOADING. UNLOADING 


Incoming trucks are unloaded, then re-stocked in drive-thru area located 
near full storage (top). Empties are placed on Davis-designed conveyor 
for transport to empty storage or washer in-feeds in basement. Loaded 
vehicles are then moved to truck bays (below). where they are parked 
overnight. Entire truck fleet is thus ready to roll out as soon as the day’s 


operations are begun. 





delivery of the finished product, and 
warehousing are planned on a slant 
ing axis parallel to the sloping con 
tour of the site. The bottling area, 
where the two axis cross, is the 
“selling” point of the plant, and as 
such, is displayed in a modern, 
huge showcase window through 
which passers-by may view the bot 
tling of the firm’s three franchise 
lines Canada Dry, TruAde and 
Dr. Pepper 

3. Repairs of all kinds are done 
in the plant, which incorporates a 


fully 


truck repair shop, a woodworking 


equipped machine shop, a 
shop (for ad signs), and a paint 
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shop (for trucks, vendors, metal 
signs) 


Even more significant than the 


unusual planning and engineer- 
ing features in the plant is the fact 
that they emanated almost wholly 
from the remarkably inventive tal- 
Allan 
Mr. Davis is first of all 
a bottler, but he is also without a 


ents of its owner-manager 
C. Davis 


doubt an inventive genius of the 
bottling industry. And it is his 
imagination and ideas that are ex- 
pressed in the plant 


A $350,000 Proposition 


Those who are not familiar with 


the creative abilities of Mr. Davis 
may think it inconceivable to en- 
trust the basic planning of a $350,- 
000 structure to a man who does not 
make his living as an industrial ar- 
But Mr. Davis’ 
associates (Francis A. and Hamil- 


chitect or designer. 


ton C. Davis) had no doubts: a man 
who could develop numerous units 
of equipment used by bottlers, they 
felt, certainly could produce a sound 
plant. Among other notable inven- 
tive achievements, Mr. Davis is the 
inventor of inspection lights pro- 
duced by the Miller Hydro Company 
and The Liquid Carbonic Corpora- 
tion; an automatic case packer soon 
to be put into production by the 
Crown Cork & Seal Company, and 
an automatic case unpacker, the 
manufacturing rights of which he 
will shortly grant to a machinery 
manufacturer. All these units, of 
course, are in evidence at the plant, 
other 
such as a simple gadget 


as are numerous Davis 
“touches” 
on the production line which mini- 
mizes bottle shock. 

Mr. Davis’ ingenuity, however, is 
perfectly complemented by his sin- 
cere modesty. He is the first to pay 
tribute to the “outstanding contri- 
bution of the plant architects (Reis- 
ner & Urhahn, of N. Y. C.), who 
knocked out many of the kinks in 
my thinking’’* 
who “came up with numerous use- 


, and to his suppliers, 


ful ideas’’. 

It must be established that Mr 
Davis did not intend a “different” 
plant merely for the sake of being 
different. The plant, he points out, 
is for the most part built along 
proved and accepted principles of 
engineering. The new “twists”, he 
adds, while perhaps uncommon in 
bottling plant construction, do not 
violate standard engineering tech- 
niques, but are rather practical 
adaptations of them. 


Why A Sloping Site? 


A sloping site, for example, was 


purposely selected in order that 


* The architects also were praised 
by Mr. Davis “for giving us an out- 
standing structure which cuts our 
manufacturing and operating costs 
down to the absolute minimum,” 
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the floors could all be at ground 
level, and the expensive job of con- 
structing an elevator could be elimi- 
nated. Furthermore, we were par- 
ticularly desirous to use a basement 
feed operation so that all dirty bot- 
tles would be kept out of sight.” 


This unique plant layout, with 
truck entrances on every floor, and 
with each area of the plant having 
a specialized function, also permits 
complete freedom of movement, and 
congestion is avoided even during 
peaks of activity. As a result, de- 
liveries of raw materials may be 
made, the three bottling lines may 
be running full speed, and truck 
loading and unloading may be in 
rogress, all at the same time 

Each of the plant operations, 
moreover, is well integrated with 
the other plant procedures to pro- 
vide a smooth system of production 
and distribution 
works: 


Here’s how it 


Incoming delivery trucks drive 
into a truck loading and unloading 
area, adjacent to the full storage 
department, on the second level 
Running through the center of this 
area is a conveyor system (also de- 
signed by Mr. Davis) leading to 


empty storage in the basement. 


Four trucks—two on either side of 
the conveyor—may be unloaded and 
loaded simultaneously. And _al- 
though the loading and unloading 
process is necessarily a manual one 
(the fork - lift - and - pallet system 
would not be practical because of 
the variety of products handled), 
four men can load and unload about 
20 trucks, and move the loaded vehi- 
cles into the plant’s five truck bays, 
in about four hours—approximately 
ten to twelve minutes per truck. 
Incidentally, the truck loading and 
unloading process is the only man- 


ual operation in the plant. 


It is also possible for the empty 
cases to be conveyed from the un- 
loading area direct to any one of the 
three washer in-feeds in the base- 
ment However, Mr. Davis has 
found it more practical to first have 
incoming empties properly sorted 
and stacked 
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Night Crew Handles Loading 


This job, as well as the truck 
loading and unloading, is done by a 
special night crew, to permit the 
loaded delivery fleet to “roll out” 
in the mornings without any inter- 
ruptions. As a matter of fact, the 
entire truck fleet (excepting spares ) 
is on the road within a few minutes 
after the plant opens its doors. 

In the production process, the 
empties are fed into the washers in 
the basement and are carried up to 
the bottling room, directly above, 
where they are put through the cus- 


tomary processes of washing, fill- 


= 


a 
n 
f 
t 
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ing, crowning and inspection. The 
conveyor line then carries the “‘fin- 
ished” bottles outside the bottling 
area to an automatic case packer. 
The “cased” merchandise is then 
moved via skids to full storage. 

Generally, the three bottling lines 
are operated one at a time, rather 
than simultaneously, because Davis 
prefers to operate with a small basic 
working force. Rather than expand 
this force, he prefers to offer his 
basic staff (normally about 54 em- 
ployees), the added inducement of 
overtime work. 

One line, equipped with a 16-wide 
Liquid soaker, a 33-spout U.S. filler, 


PRODUCTION—SANITARY AND STREAMLINED 


Sanitary beverage manufacture is the keynote of the plant's production 
areas. Stainless steel equipment, fluorescent lighting. tiled flooring and 
walls are featured in the sirup room (top), while the bottling department 
(below) incorporates similar sanitary features with the exception of the 
walls which are tan brick. Incidentally. since the bottling room serves 
as a “show case window”, empties are fed into the washers (two other 
production lines are not shown in photo) from the basement. 








Outside repair and maintenance work. a high cost factor in many plants, is held to the 
barest minimum in the Davis organization. The company maintains its own paint shop 
(left), a truck repair shop (right) and (not shown) a woodworking shop and a fully- 
equipped machine shop. 


THE DAVIS TOUCH 





Liquid 8-head crowner, and a Other major production equip Via gravity, although sometimes a 
Walker - Wallace pasteurizer, han- ment includes Infilco water treating pump is used to speed travel. 
dles TruAde machinery, Frigidaire refrigera- If any piece of equipment breaks 


A second line, handling splits, is tion, and Lomax stainless steel down, it is repaired in the plant’s 
equipped with a Liquid 12-wide tanks and a Cellulo filter in the fully equipped machine shop. Un- 
soaker and a 32-spout filler, crowner syrup room. The syrup room, inci- derstandably, Davis is major domo 
and siruper dentally, is located on the uppe1 of this shop, and habitual plant 


The third line, consisting of a level (where raw materials also are visitors know he is usually to be 
Liquid 8-wide soaker and a Liquid stored), directly above the bottling found there 


}2-spout line, handles quarts room. The syrup is fed downwards Davis modestly says he has never 


o 
> 


Selling activities of the Davis plant are under the direction of Joseph Sewell (far left), 
so : shown with production manager Francis A. Davis, Jr. Sewell. together with owner Allan 
THE SELLING END Davis, have embarked on an extensive vending machine program, confidently expect 
to place several hundred vendors in Baltimore locations this year. A Davis repairman 

(right) gives a final check to three outgoing units (SelectiVends). 
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Soft Drinks 


are made with Wee Toute Foil 
EXTRACTS 








Extract Manufacturers and Bottlers who want the 
luscious flavors of nature’s choicest fruits 


prefer Atlas True Fruit Extracts. 


ONLY NATURE'S CHOICEST FRUITS, the pick-of-the-crop, 

are processed for Atlas True Fruit Extracts. 

HIGHEST QUALITY PRODUCT UNIFORMITY assures the same delicious, 
full-bodied flavor in every gallon. 


H. KOHNSTAMM RELIABILITY, Over a century of service, research 
and new product development. 


EXTRA HIGH CONCENTRATIONS in bulk are available to 
Extract Manufacturers for use in their own formulations. 


FREE LABORATORY CONSULTATION — If you wish to create a special blend 
our vast research facilities and skilled staff of flavor experts 

are available to assist you. Upon request we can arrange a confidential 
laboratory consultation... free of charge and obligation. 


ALL THE FAVORITE 
TRUE FRUIT FLAVORS 
IN ALL CONCENTRATIONS 


BLACK RASPBERRY 
BLACK CHERRY 
also: 

Wild Cherry 
Strawberry 

Red Raspberry 
Pineapple 

Grape 


%, “isa © nS 
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A trial order will convince you. 


Write, wire or' phone today! 


FIRST PRODUCERS OF CERTIFIED COLORS 
= SH NSTARAM & Com BARY Enc. 
D 1851 


89 PARK PLACE, NEW YORK 7 N-13 E. ILLINOIS ST, CHICAGO 1 4735 DISTRICT BLVD., LOS ANGELES 1 
ATLANTA + BALTIMORE + BOSTON + CINCINNATI = CLEVELAND + DALLAS + DETROIT +» HOUSTON + INDIANAPOLIS + KANSAS 
CITY MO.+ MINNEAPOLIS * NEW ORLEANS + OMAHA = PHILADELPHIA + PiTTSBURGH « ST. LOUIS » SAN FRANCISCO 


153/4— Che Wtndvredth Sine ersary —19391 
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Air conditioning. accoustical ceilings, fluorescent lighting and full-length glass doors, are 


A MODERN MOTIF 


to executive and sales offices on second floor. 


among the features of the modernly-styled offices in the Davis plant. Stairway at left leads 





estimated the amount of money the 


machine shop has saved his com- 
pany But other plant executives 
are quick to point out that outside 
repair and maintenance bills, of any 
kind, are practically nil. For, in ad- 
dition to the machine shop, as men- 
tioned earlier, the plant has a well- 
stocked 


maintain its 


garage repair shop (to 


25-unit Chevrolet 
fleet), a complete wood working 
shop, and a paint shop 

The firm’s business has been 
growing steadily ever since its in- 
ception in 1938, and in 1949, when 
Davis felt that the old plant was 
“really busting its britches”. He 
started construction of the present 
volume is about 


plant Current 


100,000 through 


cases 


annually, 
some 4,600 outlets in a 30- mile 


radius. Anticipating further ex- 
pansion, the plant is geared to han- 
dle more than twice its present 


capacity 


Keys to Plant’s Success 


If one begins to search for the 
keys to the plant’s success, two fac 
tors are most noteworthy. One is 
that Davis has surrounded himself 
with competent lieutenants, to whom 
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he has wisely delegated much au- 
thority, thus leaving himself free 
to devote a goodly portion of his 
valuable time to overall planning 
and policy matters. His nephew, 
Francis A. Davis, Jr., is production 
head and completely responsible for 
meeting production schedules. Sales 
Manager Joseph Sewell, and his as- 
sistant, Leigh Saunders, are vete- 
ran beverage men who “deserve 
full credit for our sales accomplish- 
ments”, Mr. Davis declares 

The second factor is the firm’s 
flexibility in making changes when 
changes are necessary ; it has shown 
a ready ability to adjust and attune 
its operations to changing economic 
and marketing conditions. 


When plant costs became “dan- 
gerously high”, the company boosted 
prices and launched an aggressive 
merchandising and promotion pro- 
gram to see the new prices through 
Its price levels, among the highest 
in Baltimore, are $1.60 on quarts, 
$1.12 on Canada Dry splits, and 96c 
on TruAde and Dr. Pepper 

When the firm noted the inroads 
being made by vending machines, 
it sensibly decided to “‘get in on 
some of the gravy and leave the 
crying to the other guys”. It now 


has over 100 vending units on loca 


tion (mainly selective Ideals and 
Dr. Pepper single-drinkers), ex- 
pects to operate over 500 before 
the year is out. 

And when the company found, 
after distribution tests (experimen- 
tation isa Davis forte), that greater 
sales of Canada Dry products could 
be realized through advance sales- 
men (who do the actual selling and 
place point-of-sale advertising ), fol- 
lowed by drivers (who just deliver), 
it- quickly adopted this system. 
Thus, the plant now maintains two 
distinct route set-ups (it still em- 
ploys driver-salesmen for the two 
other lines TruAde and Dr. 
Pepper). 

But in the final analysis, major 
credit for the plant’s success must 
be given to Allan C. Davis himself. 
He runs the plant along the same 
common-sense, although sometimes 
unorthodox, lines that he built it. In 
its construction, he adopted and 
adapted proved engineering tech- 
niques, blending them with his own 
singularly inventive talents. In its 
operation, he has adopted and 
adapted sound business practices, 
blending them with his own man- 
agerial abilities 

Apparently, the system is paying 
off 
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$7 Depostt Hicks Iu Mason City 


Bottlers in this lowa community have successfully maintained a dollar 
deposit since 1945. Move was instigated by Coca-Cola bottler—in 1916! 


Sor drink bottlers in Mason 
City, Iowa, operate with a $1 de- 
posit for bottles and case, and re- 
tailers and their customers accept 
the deposit as a normal business 
transaction without giving it a sec- 
ond thought 

The reason for this widespread 
acceptance of the ‘“‘fee” is the fact 
that all Mason City bottlers since 
1945 have operated at the $1 figure 
and one bottler began using the $1 
deposit as far back as 1916. 

Pioneer in the movement for the 
$1 deposit in North Iowa was T. F. 
Cain, president of the Mason City 
Coca-Cola Bottling Company. Cain 
started in business as owner of the 


Hub Bottling Company in 1908 and 


“PLUS $1 DEPOSIT” 


has continued as its president until 
the present time, although the name 
of the firm has been changed. 

From 1908 through 1916 he oper- 
ated with no deposit, but in 1916 
inaugurated the $1 figure and has 
since continued to maintain it. 

In 1921 the Nehi Royal Crown 
Bottling Company began business 
in Mason City and started its opera- 
tion with a 50-cent deposit. In 1942 
the Pepsi-Cola Bottling Co. of Mason 
City entered the North lowa field 
and also used the lower deposit 

During these years, Coca-Cola 
maintained its $1 deposit. In 1945, 
however, the other bottlers, after 
a conference with Cain, decided that 


50 cents represented only a small 


Mason City, Iowa bottlers operate on a $1 deposit . .. and it’s accepted 
by both dealers and consumers. Above. T. R. McKibben, route manager 
of Mason City Coca-Cola Bottling Co., completes a display while 
Ed Moline, manager of local Piggly Wiggly store, looks on. 
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part of the actual cost of a new case 
and bottles and decided to double 
the deposit rate. 

This was accomplished by inven- 
torying each dealer’s stock and in- 
creasing each case on hand by 50 
cents. When a case came into the 
bottler, it was credited as $1, as 
was any case that was known to be 
in the hands of a consumer. 

“The $1 deposit is an accepted 
fact,” W. R. “Ford” Strong, sales 
manager of the Mason City Coca- 
Cola Bottling Company, declares. 

“Many have questioned it, but 
never has it been a factor in sales,” 
he states. “During the depression, 
when the competition was operating 
on a 50-cent deposit, we never found 
sales resistance.” 

The $1 deposit in Mason City is 
divided into 28 cents for the shell 
and 3 cents a bottle. 

Mason City bottlers point out the 
fallacy of the 50-cent deposit by 
producing figures that show the re- 
placement cost at its lowest point 
(pre-war years) was $1.48 and the 
present figure is $1.92 to $2.10. 

Frank Turner, president of the 
Waterloo Coca-Cola Bottling Com- 
pany, is another Iowan who early 
He and 


Cain see “eye to eye” on the need 


decided on the $1 deposit. 


for adequate deposits. 

In 1946 the bottlers in the south- 
ern half of Minnesota teamed to- 
gether to raise the deposit of 50 
cents in their area and called in 
Cain to relate his experiences in 
the deposit field. At that time the 
majority of southern Minnesota 
bottlers raised the figure to $1. 

Although many surrounding 
areas currently operate on a 50- 
cent deposit, Mason City bottlers 
are unconcerned. For both dealers 
and consumers in this community 
have long since accepted the $1 rate 
What’s more, they feel that the dol- 
lar deposit can be “sold” in other 
markets, too. 
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CONDUCTED BY CAPPER’S WEEKLY AND PUBLISHED 
IN MID-CONTINENT BOTTLER, BOTTLING INDUSTRY, 
NATIONAL BOTTLER’S GAZETTE AND 
AMERICAN CARBONATOR AND BOTTLER 


ROOT BEER IS 
THE NUMBER TWO DRINK 
IN POPULARITY BASED ON SAME SURVEY 


Quote from March, 1951, issue of Mid-Continent Bottler Magazine — "DAD'S and Hires are 
the two big brands of root beer in this study, according to the answers to: ‘What brand of 
bottled root beer do you serve at home?'” 


~=BRAND SERVED PERCENT 


DAD’S me 25.2 
HIRES 21.1 
MASON’'S 8.1 
NEHI 2.2 
BARQ’S 1.7 
HOWEL’S 1.7 
GOODY 
































This report is bosed on o study made by Copper's Former, 
(One of America’s leading rural publications with 
a circulation of 1,360,219). 
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Six out of ten housewives (59¢ 
are curtailing their purchases of 
beverages! 

Two out of ten housewives (18 
have stopped buying beverages al- 
together! 

These facts, gleaned from a 1951 
survey just released by one of the 
most responsible consumer — re- 
search organizations in the coun- 
try,* may be somewhat hard-to-be- 
lieve, considering that the nation 
today is experiencing its greatest 
boom period. Just look at some of 
the statistics: consumer income has 
reached a record level, there are 
more people working today than 
ever before, and wages and salaries 
are still climbing 

But here’s the “kink” in this 
merry-go-round of inflation § that 
makes these figures meaningless 
General living costs have zoomed 
to such sky-high proportions that 
the “average” American family is 
laving a tough job just ‘‘making 
ends meet.” As a result, the fam- 
ilv’s purchasing manager Mrs. 
Housewife is economizing§ in 
every way possible. The survey re- 
veals that 95°; of the housewives 
are “attempting to cut down living 


costs”, 82°07 on food purchases. 


Of course, beverages (and the 
word is not restricted to soft drinks 
alone 
fected 


are not the only items af- 
Housewives, the survey re- 
ports, also are curtailing purchases 


of meat, desserts, canned fruits and 





* ABOUT THE SURVEY PANEL 

The survey discussed in this 
article was conducted for the 
Owens-Illinois Glass Co. by the 
Home Maker’s Guild of America 

a group of volunteer consult- 
ants representing a cross-section 
of American home life, having 
the characteristics of the typical 
American home and, therefore, 
the characteristics of the na- 
tion’s thinking Because the 
panel is constructed with meticu- 
lous care and maintained ac- 
cording to government statistics, 
composite opinions are consid- 


ered dependable and accurate. 
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Housewives Cutting Down On 
Beverage Purchases! 


Mae 


DAIRY sorte SB NE 


NT 
Pere 


The nation’s housewives: They have more money to spend on foodstuffs 
than ever before, but because record-high living costs have caused a 
squeeze on their food dollars, their buying habits have necessarily be- 
come more careful and selective. Many are curtailing their beverage 


purchases. 





vegetables—-and even staples like 
bread. 


It is also revealed that 7 out of 
ten women (68* who are trying 
to economize specifically on food 
purchases are now buying in “large 
economical sizes.”” This would tend 
to indicate that the quart package 


is becoming 
It further 


increasingly popular 
Suggests that quart 
makers and 12-0z. producers.should 
angle their promotions on ‘“econ- 
omy” and “more for your money” 
themes 


Price Still Important 


Other means currently being util- 
ized by women who are attempting 
to economize include purchasing 
less costly brands (42°7) and sub- 
stituting (33°, These methods 
indicate that price is still an im- 
portant consideration to most shop- 
pers, and that brand loyalties in 
some cases will be re-examined te 
fit consumers’ pocketbooks 


The survey also indirectly offers 


several approaches by which bot 
tlers and other producers of food 
stuffs might prevent, offset, or min 
imize possible sales losses due to 
the housewives’ need to economize 
For example, it is brought out that 
35°; of the women purchase a spe- 
cific product because of recipes in 
cluded with the package, that 49° 
are interested in information show 
ing how to use foods to the best ad 
vantage, and that 76°; at one time 
or another have followed menus ap 
pearing in magazines, newspapers 
and advertisements. Bottlers might 
conceivably capitalize on these hab- 
its and interests by offering recipe 
booklets, by promoting tie-in sales, 
and by encouraging use of their 
products as mealtime beverages 
Boiling the survey findings down 
to essentials, the one important 
conclusion that cannot be avoided 
is that food purchasing habits are 
changing. The alert, aggressive 
bottler will adjust his marketing 
and promotional programs, accord- 


ingly 
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Crystal-clear bottles at less cost with 


and B.W.C. 


Wyandotte 


j f rrr = 
fol Selena 


WYANDOTTE 


SENECA FLAKES and B.W.C. 


Dissolve instantly in hot or cold water 
Soften and condition hard water 

Drain faster and more thoroughly 

Reduce “‘drag-out"’ and “carry-over” 

Keep rinse tanks alkali-free—reduce rejects 
Lower alkali consumption 

Destroy yeasts, molds, bacteria 


Produce sparkling bottles 





THE WYANDOTTE LINE—water conditioners: NS.Q,, 
B.W.C., Keego; bottle-washing alkalies: Seneca Flakes, 
Chippewa Flakes, C.C.S., 721 Special, Star 5X, Flake Industrial 
Alkali; germicides: Steri-Chlor, Spartec; for equipment 
cleaning: G.L.X., SR-10, Kelvar, Poma — in fact, specialized 
products for every cleaning need. 





Wyandotte Seneca Flakes* is a high strength 
hottle-washing alkali with superior cleaning 
action. It rinses easily, leaving the dirtiest bottles 
clean and alkali-free. Economical. too, Seneca 
Flakes sustains full cleaning power under the 
hardest conditions. This means fewer rejects 
- with savings per 1000 bottles washed. 

To stretch the bottle-washing “mileage” of 
Seneca Flakes in hard water use B.W.C.* The 
Seneca Flakes-B.W.C. combination increases 
the efficiency of the bottle washers by reducing 
scaling. In addition, it cuts “drag-out” to mini 
mum. which reduces the amount of alkali 
required to maintain full solution strength. 

Ask your Wyandotte Representative for data 
on the low cost of using this combination. 


*Reg. U.S. Pat. Of 


WYANDOTTE CHEMICALS CORPORATION 
Wyandotte, Michigan + Service Representatives in 88 Cities 


/ 


yandotte 
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still—as always 


the industry’s standard of excellence 


Ever since Federal certification established 
minimum standards in 1906, National and 

its predecessor companies have been actively 
engaged in developing and producing American- 
made food colors completely safe for human 
consumption. Today we still produce the 

finest possible line of primary and secondary 
colors . . . distinguished for uniform pure-dye 
strength, solubility and brightness of shade. 


Nati 
CERTIFIED 


FOOD COLORS 


CERTIFIED COLOR DIVISION 


NATIONAL ANILINE DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 
40 RECTOR STREET, NEW YORK 6, N.Y. 


<> BOSTON PHILADELPHIA CHICAGO CHARLOTTE SAN FRANCISCO PORTLAND, ORE TORONTO 











Move ahead with 


ntrol/ 


Quality Control: Each and every one of White 
Rock’s delicious beverages is made of the very finest 
ingredients, meticulously laboratory-checked, and proc- 
essed through the most modern equipment in the indus- 
try. White Rock standards are unparalleled, kept up 
there by top-notch technical supervision. A free testing 
service is an important part of the White Rock franchise. 


12 Beverage Choices: in addition to White Rock 
Pale Dry Ginger Ale and Sparkling Water, White Rock 
bottlers have the optional choice of the following White 
Rock flavors... Black Raspberry, Black Cherry, Lemon 
’n’ Lime, Orange, Saz-Rock, Cola, Root Beer, Golden 
Ginger Ale, Tom Collins Mixer, White Soda. 


Know-how: White Rock’s 3 top officers combine more 
than 60 years’ experience in the beverage industry... 
they know that the bottler must make a profit first! 


Mar, r edad The markup between selling price and cost of 

ite Rock is greater than for any other franchised 

beverage. And White Rock helps you maintain this 
spread! 


Se lec tivity: White Rock franchised bottlers are chosen 
from solid and experienced operators who have realized 
the value of adding White Rock Ginger Ale and 
Sparkling Water to their line. Perhaps you are the type 
of bottler who could profit from an exclusive White 
Rock franchise. 





Ih i Ti c Roc k Look like a good deal? 


in 1951 


For details that make it even better—just 
phone, write, or wire: Alfred Y. Morgan, Presi- 
dent. White Rock Corporation, One Park Ave., 
New York 16, N. Y. Tel: MUrray Hill 4-3210. 
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HWLLER HYDRO 


AUTOMATIC 


Case & Cartou Packer 


% CAPACITY UP TO 300 BPM 
% NO OPERATOR. NEEDED 


% PACKS CASES AND CARTONS 


A Proved Money Saver in Over 200 Plants! 


Ea 





The Miller Hydro Case and Carton Packer Packs cases or cartons, even intermingled. 
does a hard and tedious job automatically. 
No operator is needed for any purpose. Bot- 
tles and cases are both fed into the packer 
automatically and discharged automatically. accumulator table. 


Packs both splits and pints. Compact... 


takes up no more space than an ordinary 


WRITE FOR COMPLETE INFORMATION 


cos emcees 
wroro 8 srt X L west COAST QM MULHERN CO. 95" oF 
— MILLER-RENDALL WIKERS | ccumuLATOR TABLES acpacsentanive . Serving Bottlers 
. MILLER 


MVEYORS Since 1913 
porTLe co cecent INSPECTORS 


HLLER 
= MILLER FLUOR 


sous = =* 
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In the Waterloo, Ia. terri- 
tory, two industrial loca 


Voice Their Choice 
turned to 


tions recently 

employee balloting to de- 

termine what type of drink vending machine would 
be utilized. The question was whether to install single- 
drink cola units or multi-flavor coin coolers that would 
include 7-Up. In both cases, the selective equipment 
enthusiastically okayed by a practically unani- 

us vote of the workers. Each site now houses 5 
machines installed by the local 7-Up Bottling Co., a 


Maher Management Corp. plant 


The Natl. Automatic Mer- 

: handising Assn. (NAMA) 

Red Feather Campaign gg ‘ : 
has once again scheduled 
an all-out program to sup- 
the 1951 Red Feather United Defense Fund in 
1.100 1 


st drives. Last year, about 166,000 vending ma- 


S. cities that annually conduct community 


chines in some 225 communities served as “silent sales- 


men” for Red Feather campaigns, and the 1951-52 
NAMA plans called for increased participation. In 
the soft drink field, message tape stickers, flashing the 
Red Feather insignia and the slogan “Give The United 
Way”, were placed on both bottle and bulk machines 
Specially imprinted paper cups, used in beverage ven- 
Benefits, 


Message tape is available without 


dors, carry another slogan: “Everybody 
ve ry body Gives.” 
charge from local community chest headquarters, while 
the paper cups are being furnished at no additional 


charge for the special imprinting by the 3 major man- 
ifacturers in that field, Dixie, Lily-Tulip, and Mary 


land. Because the chief value of automatic merchandis 
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VENDOR AND COOLER NEWS 


@ PLACEMENT 

e FINANCING 

@ MERCHANDISING 
@ MARKETS 

e COSTS 

@ SERVICING 


e NEW MODELS 


ing participation is in advance promotional power for 
the campaign, bottlers are urged to use the Red 
Feather materials 2 or 3 weeks before the local fund- 


raising campaign begins. 


Believing that coolers are 
Kelvinators OK for a sales medium which not 
St. Louis RC only promote on-premises 

consumption but advertise 
the product to spur take-home volume, the Royal Crown 
3ottling Corp.-of St. Louis has a full-time Superviso 
in charge of cooler sales. During the past few years, 
this plant has placed about 1,500 drinkboxes in the ter 
ritory, and while it has handled several makes, Sales 
Manager R. H. McWilliams, Jr. notes that “possibly 


95 of all the coolers we have sold have been the Kel- 


GAS UP, DRINK UP 


With vacation time finding much of America taking to 
the open road, gas stations are enjoying peak vendor 
volume. At this Texas outlet, a Dr. Pepper coin cooler 
pulls impulse patronage from motorists who stop to 
refresh their cars and themselves. 
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Tit Booklet / 


Beverage Cooler Department 
Nasu-Ketvinator Corporation 
14250 Plymouth Road, Detroit 32, Michigan 


il 
Tin 


Yes! Simply fill in this coupon. Paste it on a penny 
postcard and mail it today. You'll receive, by return 
mail, this FREE Kelvinator Booklet that tells how 
to sell, service and finance your own Cooler Program. 
Only Kelvinator’s time-proved plan offers you ALL ~—-w Network of 44 distributors for “right-at-hand” 
THESE ADVANTAGES! service, sales and finance assistance! 


+ 5-Year Warranty! 


& eT 


Yes! Your dealers and routemen will fill these Kel- — sales by keeping your beverages at their taste- 
vinator Coolers with your beverages! And there'll tempting best! Remember, too—you get Kelvin- 
be “more empties at every stop”! Beautifal Kelvin- ator’s unbeatable experience in building this kind 
ators, with your brand name, win the heavy-traffic — of equipment! 

locations . . . spark impulse sales . . . assure repeat 


Leave the rest to Kelvinator 
~~ Beverage Coolers! 
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Gentlemen: Please send me pricing information on 
| the new Kelvinator Beverage Cooler. Also send 
me without cost or obligation your illustrated 
| booklet “Bottlers’ Operating Guide™ containing 
information on how to sell, service and finance my 
| own Cooler Program. 


NAME | 
STREET ADDRESS ‘ ; eens . 


L CITY ZONE STATE 
« Attractive Financing Plan! 


+ Meter Plan. Your dealers own Kelvinator cool- 
ers for only a few cents a day. No down payment or 
lump sums to be collected! 








vinator Model N-150." While Royal Crown Bottling 
has sold a few of these units for cash, most have been 
marketed to the locations on a “liberal installment 


contract.” 


Outdoor state and county 
Something New At fair events are a “natural” 
The Fair for automatic merchandis- 
ing coverage, since drink 
vendors can garner “plus” revenue by supplementing 
facilities to attract 
purchases from the 


over-the-counter refreshment 
spur-of-the-moment thirsty 
crowds. A new wrinkle in contract set-ups for this 

pe of locale made its debut in St. Paul, where some 
15 Spacarb (Stamford, Conn.) multi-drink cup machines 
were in use during the recent Minnesota State Fair. 
\ firm which held all refreshment concession rights to 
the 10-day event contracted with a local vending firm 
for drink machine installations in such Fair spots as 
exhibit buildings, the grandstand area, horse arena, 
etc.—all sites where it was impractical to sell beverages 
manually. However, instead of taking a percentage of 
the gross vendor earnings, the Fair concessionaire 
guaranteed the operator a flat rental rate for each 
machine, plus a percentage on each drink dispensed. In 
return, the vending firm had to furnish the equipment, 
supplies, and 2 employees who were on duty at the Fair 
to keep the machines stocked. Top spot for drink sales 
appears to have been the Conservation Hall, where four 
cup machines flanked the entrance 


Though airports have been 
; , : pretty well covered with 
Air Terminal Potential 
merchandisers, 


automatic 

downtown airline terminals 
can also be productive in providing “plus” vendor 
volume. In the case of larger cities, where the airports 
are generally several miles out of town, the airlines 
have established mid-town pick-up points from which 
passengers are driven to the field. Such sites, which 
may also double as ticket offices, can generate soft 
drink trade. In Miami Beach, Fla., for example, the 
midtown air terminal houses single-drink Dr. Pepper 
and Coca-Cola coin coolers, and both machines do a 


good business. 


It's multi-flavor General 
, " American (Los Angeles) 
Selectives For Kist 
(Bloomington, 

Ill.) vendors for the Kist 
Bottling Co. of Sacramento, Cal., which bottles the 


and_ Ideal 


complete line of Kist products, as well as Chocolate 
Soldier. While the plant owns about 30 units (which 
it rents out at the 10 cent per case rate), most equip- 
ment has been sold outright to the locations. About 
10°, of the machines are fitted with dime coin mecha- 
nisms, but the balance features the nickel drink. In rat- 
ing Sacramento locales that best produce coin cooler 
volume, bottler W. G. Trevorrow notes that: “Schools 


are best, when you can get in.” He rates factories 
and shop sites as “very good”, but qualifies soft drink 
business at local gas stations as “seasonal”. All in 
all, however, the sales-making and advertising abilities 
of vendors are credited with building Kist volume in 
this territory 


In upstate New York, the 
Buffalo Bot 
tling Corp. is utilizing a 


Mobile Showroom pngualp isn 

truck as a mobile show- 
room to carry its cooler and vendor demonstrations 
direct to the door of the prospective location. Securely 
strapped to the walls of the vehicle, and covered with 
pads to prevent damage while the truck is in transit, 
3 of the drinkboxes currently featured by this plant 
are placed aboard. When a demonstration is desired, a 
50-ft. electric line can be used to plug the machines 
into a nearby outlet and the location-owner gets a 
first-hand look at the cooler or vendor in on-the-spot 
action. The truck also carries 6 cases of Pepsi to cover 
a day’s sampling needs 








GOOD-WILL WINNER 


Doctors and nurses can 
sample ice cold 7-Up 
from this Progress 
(Louisville) picnic cooler 
spotted at the Newark 
Clinical Group, one of 
the leading private hos- 
pitals in northern New 
lersey. Installation, 
made by the 7-Up Bot- 
tling Co. of Newark, 
N. J., has been winning 
friends for the plant 
among members of the 
medical profession. 








Public buildings which at- 
Public Buildings Build tract considerable — traffic 
Volume rank as A-1 vending lo- 
cales, but city, state, and 


federal regulations govern coin cooler placements in 


each governmental site. To clarify the current status 
of soft drink vendor installations in Federal buildings, 
the “Cooler Corner” checked with the Public Buildings 
Service of the General Services Administration, super- 


janitorial agency that maintains some 450 govern- 
ment-owned and rented buildings around the country 
(in addition to those in the Washington, D. C. area). 
These include Federal courthouses, mints, custom- 
houses, ete., and William A. Schmidt, acting director 
of the Buildings Management Division, notes that 
“where a vending machine is needed, authority for its 
installation is issued to the concessionaire who pro- 
vides us with a food or beverage service in the area 
involved, or to an approved association of government 
employees.” Soft drink vending machine installations 
are authorized under the following conditions: (a) 
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WHEN ONLY THE 
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7 are best told by a beautiful and graceful long-stemmed rose, just as you will want only the finest glass containers 


\ 


Expressions of your finest sentiments 


to give your products the best appeal \ 


. in fine glass containers, manufactured by the Brockway Glass Company, makers of glass containers since 


1907 Brockway containers are made with the skill that comes from years of exclusive experience in the glass packaging field. Our constant 
\ 


and outstanding improvements in glass containers put Brockway at the top of the list with users of every type of glass packaging. You will find 


the ‘‘B’’ on the bottom of each Brockway glass container . . . that is our mark of assurance and the symbol of the best protection for your products... 
when only the finest will do 


¢ 


Prescription « Pharmaceutical + Proprietary « Beer « Carbonated Beverages « Liquor + Food ROCKWAY GLASS 
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Where there is a definite need for the service, which 
cannot be met by existing or proposed new facilities ; 
(b) Where suitable locations, satisfactory to the super- 
intendent of the individual building, are available; 
(¢ The machine or the vended products must be of 
“a type which won't create nuisances or difficult build- 
ing operating problems”; (d) Machines must be main- 
tained in a satisfactory sanitary and operating condi- 
tion; and (e) The Government must be reimbursed 
for the cost of any utility service required to operate 
the vendors. All installations in sites operated by the 
Public Buildings Service (PBS) must be approved by 
a regional office of that agency (These cover 9 dis- 
tricts, and interested bottlers may obtain additional 
information by writing NBG However, where it is 
proposed that vending machines be installed in space 
used for postal activities in a building under PBS 
control, the approval of the Post Office Dept. is also 
required. (This does not apply where the building is 
under Post Office Dept. control 








EYE-APPEAL IS BUY-APPEAL 


In transient locations, effective use of eye-catching 
vendor design will capture the attention of passers-by 
and result in impulse sales. In this outdoor stop, 3- 
flavor 1000-cup Soda Shoppes (Automatic Products 
Co., N. Y.) meet the needs of a top traffic locale. 








\ look at the concession 
Subway — reve en netted by the New 
York City subway system 
from automatic merchan- 
dising for the fiscal year 1950-51 shows bulk drink 
vending holding its own. Gross earnings for all types 
of vendors hit the $3,740,261 mark, with cup machines 
accounting for $1,168,341 of this amount. This was a 
beverage gain of about $150,000 over the previous 
vear, but it must be noted that there were more drink 
machines in operation to account for the added volume 
With about three dozen vendors added since the first 
of this year, 432 machines now dispense thirst-quench- 
ers in underground stations. In better than 80°; the 
nickel soft drink is still the featured beverage, though 


some vend 10-cent cups of fruit juice, and during cold 
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weather some are adapted to serve hot chocolate 
Since the 3 operating companies guaranteed the city 
total monthly minimum payments of $31,875, as 
against a 3007 share of their grosses, it would still 
appear that these terms are rather stiff, as that rate of 
commission fell about $32,000 short of the 1950-51 


guarantees 


Here’s a vendor tie-in that 
might be worth exploration 
on the local level. In Santa 
Fe, N. Mex:, a coin cooler 
is in operation at the New Mexico School For Deaf. 


Philanthropic Tie-In 


Proceeds are channeled into a “Loan Fund”, for the 
use of graduates who may require financial assistance 
in seeking a higher education. This machine, pur- 
chased from the local Coca-Cola bottler back in 1947, 
is rated as producing “an unspectacular but steady 
income’, and it has become one of the main revenue- 
providers for the Loan Fund. Since most philanthropic 
organizations are interested in finding a new means 
of raising money, bottlers might check into the pros 


and cons of such potentials in their own territories 


The fact that a number of 
Management Revenue larger industrial locations 
Raiser underwrite manual in- 
plant feeding facilities as 
an employee morale service results in an extra “talk- 
ing point” that has effectively won entree for cup and 
bottle vendors to a number of factories, particularly 
in the Detroit area. Since plant cafeterias, lunch- 
rooms, etc. are geared to provide low-priced but at- 
tractive menus, they’re costly to operate in some in 
stances. Here the profit-producing abilities of drink 
machines can be utilized to provide an added source 
of revenue that can be funneled into the cafeteria 
fund to offset overhead costs, etc. For example, at 
the Cadillac plant, enough commission has been gen 
erated in vending machines earnings to result in a 
10°, reduction in cafeteria prices. Thus, in addition 
to proving a 24-hour service that supplements over- 
the-counter facilities, automatic merchandising is a 


revenue-raiser 


A Phillips gasoline station 
We Veud. 4c Bepadk in Waterloo, Ia., has come 
up with a unique automa 
tic merchandising set-up 
This location purchased two Ideal (Bloomington, III 
selective machines from the local 7-Up bottler, and 
positioned them in an eye-catching spot in the service 
area. While both carry prominent 7-Up decals, one 


vends that product exclusively, while the other offers 


7-Up and other beverages. With the station open 


round-the-clock, the dual installation more than paid 
its way profitwise, but transient motorists would 
forgetfully drive off with “empties” and some system 
had to be devised to offset the bottle loss. As a result, 
the machines were re-geared to dime operation, and 
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KEEPS YOUR 


Service Costs in hana: 


SodaShoppe operators aren’t faced with 
this problem. YOU CAN DECREASE 
YOUR SERVICE COSTS by operating 
Automatic SodaShoppe 1000 Cup Capacity, 
3-flavor cup dispenser featuring Jet Carbo- 
Cooler. 

Now, more than ever, you must watch costs 
to get the most out of your operation. 


AUTOMATIC SODASHOPPE 
PERFORMS SO ADMIRABLY 
BECAUSE OF ITS MECHAN. 
ICAL AND ELECTRICAL 
SIMPLICITY. 


Clip and mail the coupon for complete details. 
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AUTOMATIC PRODUCTS CO. 


America’s Foremost Pioneers Of Beverage Dispensers 
250-N W. 57th St. New York 19,N.Y. Ploza 7-3123-4 


Factory: Minneapolis, Minn. 








\ 


HOTEL LAUNDRY LOCALE 
Large hotels, such as the Stephens in Chicago, house 
an army of employees who work behind-the-scenes. 
Vendors can best meet the refreshment requirements 
of these workers, and here a Mills 120 provides Pepsi- 
Cola for the 150 men and women employed in the 
Stephens laundry room. 








a large sign between the vendors now advises pa- 
trons: “Deposit 10c, Refund 4c For Returned Bottles.” 
Refunds are made by the station attendants, and the 


system has attracted bottler attention as one means 


of insuring “empty” returns in transient Jocales 


During the recent Indi- 
Cups Aid Dr. Pepper anapolis drive by the par- 
Push ent Dr. Pepper Co. to test 

a blueprint designed to 
crack metropolitan areas where the drink is not fran- 
chised, the program centered around the sale of 24-0z 
one-way bottles in grocery outlets No effort was made 
to market the standard-sized 6-oz. drink, but, as an aid 


towards plugging the product with paid “sampling”, 
a number of cup machines were spotted in key Indi- 
anapolis sites for the occasion. Single-drink 500-cup 
Lyon (N. Y 


handled through a special crew sent into the territory 


units were utilized, with placements 


by the parent company’s Fountain Division 


Price changes have had 
—— some interesting ramifica- 

tions on the re-shaping ot 

vendor placement policies 
One midwestern franchise bottler, for example, for- 
merly operated a subsidiary which placed coin coolers 
on location, serviced them, made collections, and paid 
a small commission to the outlet. These machines were 
geared to nickel operation, but when the plant raised 
its wholesale case price to 96 cents, the subsidiary’s 
program became unprofitable. Since the bottler did not 
favor multiple coin transactions which a 6 or 7 cent 
price would entail, and did not think that the sites 
were ready to make the jump to a dime, the company 
discontinued its vending subsidiary. Coin coolers are 


now being sold outright to the locations for owner 
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operation, and each outlet has set its own vending 


sales level 


Snappy-looking “silent 


Dressed-Up Silent salesmen” are a “must” in 


Salesmen attracting the attention of 


impulse purchasers, and 
many a cooler and vendor will be dressed-up this fall 
via a repainting renovation. Here are a few tips the 
experts rate as worth following: (1) To achieve good- 
looking and lasting results, bottlers should bear in 
mind that the key to that smooth, even finish of a good 
paint job lies in the chemical and physical preparation 
of the drinkbox surface which guarantees adhesion 
2) Remember that any trace of rust under the new 
paint will cause continued corrosion and make the re- 
finish a failure, so be certain that all rust is removed 
3° Bare metal should be treated with a surface ‘“con- 
ditioner” to provide the necessary chemical coating for 
new paint adhesion. (4) Make sure that you select the 
paint and thinner designed for your specific job and 
application. Use of the wrong primer, for example, will 
botch a job. (5) Various paint manufacturers pre- 
scribe specific recommendations for the pressures to be 
used in spray work. Be sure that your compressor and 
air tank are large enough to maintain the pressures 


necessary to apply these products 


A number of vendor and 
cooler manufacturers will 
be on hand for the forth- 
coming ABCB Exposition 
being held in Washington, D. C. next month. Vending 


ABCB Line-Up 


machine makers who have thus far contracted for 
booths include Atlas Metal Works (Dallas), General 
Vending Machine Corp. (Chicago), Ideal Dispenser 
Co. (Bloomington, Ill.) and the F. L. Jacobs Co. (De- 
troit), while National Rejectors, Inc. (St. Louis) will 
display its line of coin control mechanisms, change- 
Among the cooler exhibitors scheduled 
to show their wares are the Artkraft Mfg. Corp 
(Lima, O.), Bevco Co., Inc. (St. Louis), Progress Re 


makers, etc 


(Louisville), S & S Products, In 
(Lima, O.), and True Mfg. Co. (St. Louis 


frigerator Co 


Counter-top type manual 
—— coolers, being built by the 
True Mfg. Co. (St. Louis 
are utilizing a new. tech- 
nique for inlaid trademark designs to combine product 
identification with durability and eye appeal. By means 
of an “Artlay” process, the 7-Up insignia, for example, 
is being reproduced in 3 colors on the formica tops 
Since this trademark is placed beneath the surface 
lamination of the formica, it’s visible but protected 


against defacement. The new True units are sched 


uled to receive a premier showing at the ABCB exposi 


tion in Washington next month 
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That little cork disc in your crown makes it pos- 
sible to hold a gas-tight seal for a long time. Thus 
it has a lot to do with making sure that your beverage 
reaches the customer in perfect condition. 

To‘do the important job properly, the crown liner 
must be made of just the right kind of cork. Some 
cork may be too soft, some may be too hard—only 
the proper type will provide a good, lasting seal. 

Finding a dependable source of supply for just the 
right kind of cork for crown liners is not easy. That’s 
why Armstrong established its own large buying 
organization overseas years ago. Today more than 
1,600 specially trained Armstrong workers in Portu- 
gal, Spain, and Morocco are on the job every day 
making sure we get the finest cork available for all 
the cork products made by Armstrong. 

You get the benefit of this organization, of our more 
than ninety years in the cork business, and of our 
experience in making hundreds of products from cork 
when you buy Armstrong’s cork-lined Crowns. For 
top-quality crowns and other closures, contact your 
Armstrong representative or write directly to Arm- 
strong Cork Company, Glass and Closure Division, 
6310 Prince Street, Lancaster, Pennsylvania. 

















ARMSTRONG’S HI-SPEED CROWNS 
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Why just wish-or 


,-° YOU CAN 


Reach out and get the many advantages a new 
Cem Filler can give you. Step up your production 
... improve beverage quality ... pull down those 
rising costs. Yes sir... you can do it... and what’s 
more, you can do it now. Install a Cem Filler and 
watch for results. You won’t have to wait long. 
You'll find the Cem Filler efficient and depend- 
able ... runs like clockwork all day long. It’s 
flexible on bottle sizes and flavors ... just the 
machine for bottlers who turn out a variety 
of beverages. And it’s built to give you years and 
years of trouble-free operation. 
Don’t worry any longer with outdated bottling 
machinery. Get a Cem Filler now and get set 


for bigger profits. 


CROWN CORK & SEAL 
COMPANY 


Machine Sales Division © Baltimore 3, Md. 
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these advantages 7 


Other Cem Units are available in sizes to meet 

: wide range of production requirements: 

Cem Water Coolers 
Cem Syrup Coolers 

Cem 150 Combination Water & Syrup Cooler 


Cem Saturators 


Cem Beverage Mixers 
Cem Bottle Conveyor Equipment 
For further information about any Cem Bot 
tling Equipment or for assistance In determin- 
ing the right size for your needs, consult your 
Crown Sales Representative. 
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The NEW High Speed 


a Seyoer Can 50 


This filler meets every requirement of 
the modern, high speed bottling plant. 
Among its outstanding features are: 

New Screw Feed 

New Crown Feed 

New Crown Hopper 

New Valve Discs 


New Syruper Stem Assemblies 


New Syruper Drain Cocks 


Other fillers are 
made by Crown in 
the following Stand 
ard models: 


CEM 20 
CEM 28 
CEM 40 
DIXIE F 











SWIFT 
asswme you | DEPENDABLE 


COMPLETE 


DRY ICE SERVICE 


Mathieson maintains ample Dry Ice stocks in your 
locality — to meet regular requirements — and to 
provide a reserve for extra demands. Each of our 17 
strategically located warehouses are adequately 
MATHIESON 


staffed and equipped to provide dependable service at 
pry Ice all times. Technical assistance is available to aid 
ES 
WAREHOUS 


in the solution of your Dry Ice problems. 
, Ga. . 
pares Contact the nearest Mathieson warehouse — see 
Ala 
Birmingham, © 
Charlotte, N- a supply of top-quality Dry Ice — backed by 
Seeds N. C. top-flight service. Mathieson Chemical Corporation, 
ile, Fla. Mathieson Building, Baltimore 3, Maryland. 
Knoxville, Tenn. 
Memphis, Tenn. 
Nashville, Tenn. 


how a Mathieson contract assures you an ample 


New pg 
New York, N. Y. 
ik, Vo. 
Philadelphia, Pa- 
Richmond, Vo. 
Saltville, Va. 
Washington, D. ©- 


SERVING INDUSTRY, AGRICULTURE AND PUBLIC HEALTH 
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an has been much discussion in recent months re 
garding complicated “check-in” reports. Obviously, the 
method of computing settlements at the day’s end should 
he the most simple of the daily activities of the route men. 
Fatigue will retard the ability to fill out forms, howeve1 
simple they may be. It follows, therefore, that the easier 
this particular operation is for the route men the better 
will be the final result. Further, every effort should be 
made to simplify and speed the process of settlements 
because fatigue, coupled with over-taxed patience is know! 
to be the cause of costly ineffectual methods of 
accounting is particular point in the day’s record 
Keeping activities 

In the first place you should never rely entirely on com 
putations derived solely from copies of the delivery tickets, 
sales and charge slips, ete. The most accurate computa 
tions of settlements are made from and on the basis of total 
quantities of me rchandise loaded out (including containers, 
cases, cartons, extras, etc.), le credit for all return 
the net difference being accounted for in terms of cash, 
charge slips and collections of previous charges 

The most effective method of simplifying daily settle 
ments is to have youl “check-in” report forn comply 
argely to the loading and unloading tickets. In other 
vords, the first section of the settlement sheet should cor 
form as closely as possible to the loading ticket and the 
second section likewise to the unloading ticket. Using this 
type of form construction will obviously make the compu 
tation of the settlements easier because the basis for the 
settlement (merchandise loaded out less returns) becomes 
a simple matter of copying the figures from the loading 
and unloading tickets to the appropriate sections of the 
settlement sheet. Thereafter the process of computing the 
net amount of the settlement is purely mechanical. 

In this and next month’s column we will cover simplified 
procedure for computing settlements by using loading and 
inloading tickets, together with a check-in report which is 
drawn up with charge and credit sections to conform with 
loading (charge) and unloading (credit) tickets. To do 
this we begin by reproducing the loading ticket and the 
charge section of the check-in sheet Figures 102 and 
103A are here reproduced from page No. 21, January, 1951 
issue of the N. B. G., where they were first illustrated i: 
connection with procedure as outlined in “Simplified 
counting for Bottlers.’ 

Your attention is directed to the similarity of the colum: 


headings of the loading ticket and the daily settlement 


For Bottlers 


sheet. It should be remembered that Fig. 103A is only one 
section of the check-in sheet and provides only for the 
computation of full goods loaded out and full goods -re 
turned to inventory. The ounce sizes shown in the column 
headings are only suggested. For your own specific pur 
pose you may use any headings you desire to accommodate 
your own beverage or you may use forms with blank head 
ings so that you may write in beverage designations. The 
latter may be preferable in order to have sufficient forn 
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LOADING TICKET 


DELIVERED TO: 


Cc. [A OP woe 2 


AS Fu 
ee 6 oz 8 OZ 0 oz c ‘ sooas | //_ sf 
(SPECIFY KIND) 7 AK dia 


0 Ages’ La 24 2 \R- 
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SERVICE SALESMAN OR JOBBER ATTACH ORIGI > ) C DAILY SETTLEMENT SHEET 





flexibility in instar wher ew products are addee EMPTIES section of the DAILY SETTLEMENT SHEET, 
lropped frequently. together with a discussion of the accounting principle en 
A similar RECAP or COMPUTATION column shoul ployed in the determination of GROSS TOTAL SALES as 
provided as is shown at the right in figure 105A. ng distinguished from Net Sales 
such a column provides ease in computing the total Your inquiries and questions are respectfully invited 
harges and is done by multiplying each of the totals The writer will attempt to clarify any points not mace 
brought down to line 12 by the price (including containers) sufficiently clear for your own.use in these monthly dis 
and entering the amount in the appropriate column to the cussions. Direct your questions and inquiries to Robert T. 
extreme right. Curtis—53 West Jackson Blvd., Chicago 4, Illinois. In the 
Next month we will illustrate the UNLOADING meantime, watch for a continued discussion of CHECK-IN 
TICKET and its direct connection with the CREDIT FOR REPORTS MADE EASY in this column next month. 





— TIME ano COST SAVERS 
BUILT BY... 


CONVEYORS 


AND EASY TO CARRY 
Put it where you 





Circumstances alter cases . . .” Beverage cases 


are no exception. Their size, shape and construc- 


LITEWATE tion features are determined by the physical charac- 
Roller Conve yor teristics of individual bottles. 


Ideal for loading and unloading. Handles commodities " i _” lice — _— 
a a a seo veggie eee When Custom-made” beverage cases are correctly 
narrow, cleated and irregular packages. Available in designed to suit your needs, thus reducing break- 
10 ft. and 5 ft. straight sections and 90° and 45° S 5 

curves. Keep LITEWATE conveyors handy in your age toa minimum. 
storage and shipping rooms carry them in your 


trucks. Write for LITEWATE Conveyor Bulletin 


7” epee: aniedielia COMPANY THE GREEN COMPANY INC. 


rol Of h St. Paul 9, Minn 
a i ag - oa ra - - 265 Post Road Darien, Connecticut 
Plant - Bellows Falls, Vt 
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Q. What makes this bottle better ? 


4c 


THATCHER GLASS MANUFACTURING COMPANY, INC. 
Factories: Elmira, W.Y., Streator, Ill., Lawrenceburg, Ind. 


Sales Offices: BOSTON 


50 


NEW YORK 


BUFFALO 
PHILADELPHIA 


CHICAGO 
ROCHESTER, N.Y. 


CINCINNAT! 
ST. LOUIS 


DETROIT 
ST. PAUL 


LOUISVILLE 
WASHINGTON, 0.C. 


. SOLID BASE and WALL are 


one big factor. 


These enable WEDG-WALLS 
to absorb rough handling 
—make them stronger, 
longer-lived beverage 
bottles! 


The unique base and wall — part of 
Thatcher's famous WEDG-WALL de- 
sign -— are molded to form a sturdy 
unit. Because the glass is distributed 
uniformly, WEDG-WALLS don't get 
off balance on your handling line — 
reduce breakage because they have 
no weak sides. What's more, they 
stand up better in average service — 
cut down "'Thermal-Shock" breakage 
in your soaker. The result is more 
round trips and lower costs with every 
WEDG-WALL Bottle you buy! 


Let your nearby Thatcher representa- 
tive demonstrate all of the exclusive 
WEDG-WALL advantages — no ob- 
ligation, naturally. Or write, wire or 
phone Thatcher Glass Manufacturing 
Co., Inc., Elmira, N. Y., for full details. 


WEDG-WALL 
beverage beetles 


*T M. APPLIED FOR 
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—1\, 4 OF eeeiep 


FOOD COLORS* 


*offers a complete line of 

Certified Food Colors manufactured 

by a leader in the color field for 25 years 
Write us for Prices ard Detailed Information. 


U.S.P. Vitamins in bulk 
easy 3¢ na y 5) INC. 


SUBSIDIARY OF STERLING DRUG INC. 





Roccal 
yryan 1450 BROADWAY, NEW YORK 18, N. Y. 
445 Lake Shore Drive, Chicago 11}, Ill. 
FACTORY: CINCINNATI, OHIO 
Branch Offices 
Arlanta oston, Buffalo, Chicago, Dallas, Kansas City (Mo.), Los Angeles, Minneapolis, Portland (Ore.), St. Louis 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 

















Vegetable origin. Produced by 
our patented process from con- 
iferous woods. 


Unlimited supply of basic material. 
Our process is continuous. 


U.S.P. Pure crystals having only 
the true vanillin-like flavor. 


Never varies. Enables you to use 

Zimco Lignin Vanillin as a standard 
Dissolves quicker due to its uni- in determining your formulas. 
form crystalline structure. ; 


of Zimco pure Lignin Vanillin are imparted 
to your product. 








@ @ 


SUBSIDIARY OF STERLING DRUG INC. 


1450 BROADWAY, NEW YORK 18, N. Y. 
445 Lake Shore Drive, Chicago 11. Hl. 
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A standard, accepted form of incentive payment to routemen is the 
sales contest. But the contest will flop if the routemen lose interest. One 
proved means of keeping interest alive is to post a daily performance 


record. 





How to Pay Your Routemen 


F woom is a mighty important 
thing to the average man, and of 
course, the routeman is no excep 
tion. Inasmuch as he has a lot to 
do with the maintenance of profit 


able volume, the bottler who comes 


closest to satisfying his business 
builders on compensation will usu 
ally pan the most gold from their 
prospecting operations. 

The big problem is how to fit 
the compensation to the salesman’s 
ability, efforts and results. Some 


bottlers pay a straight salary, 
others commission with or without 
a drawing account, others combine 
a monetary reward of some sort 
with a salary or commission. The 
big fault with the straight salary 
is that the average worker who 
has any ambition at all (and the 
salesman must possess this charac- 
teristic to a marked degree if he 
is to get good results), is never 


satisfied with his salary. He always 
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It will pay you to fit your routemen’s compensation to 
their abilities, efforts, and most important—effectiveness. 


thinks he is worth more than he 
is getting. On a straight salary he 
has no vardstick by means of which 
he is able to satisfy himself that 
he is getting all he is worth, hence, 
he tends to feel that he is under- 
paid. The bottler is in a similar 
quandary. He doesn’t know for 
sure whether the salary he is pay- 
ing is ample compensation for the 
results obtained or whether an in- 
crease would be a profit investment 
in that it would spur the salesman 
on to a substantial increase in 
volume. 
If the 


straight 


salesman works on 


commission, his income 
fluctuates from a low to a high, and 
in these days when living costs are 
always high, a couple of bad weeks 
may disturb his peace of mind to 
extent that it 
from his selling efforts. The bottler 


such an detracts 


sometimes adds insult to injury. 
If a salesman working on straight 


commission attains a high batting 
average on sales for a period, the 
boss may begrudge the commission 
checks he passes out and cut the 
rate. We know that a few short- 
sighted bottlers have done this in 
the past and, as a result, lost good 
salesmen. A man who is willing to 
work on commission is a gambler 
at heart. He is unlike the fellow 
who seeks job security from a 
steady salary. He is looking for a 
“killing” and he is willing to take 
his chances on getting all or noth- 
ing at all. 


Don’t Cut Commissions 

The bottler who cuts the com- 
mission on this type salesman is 
cutting his own throat. Invariably 
the salesman quits because he can 
find another job much easier than 
the fellow who wants a steady sal- 
ary 


One bottler told us recently, ““My 
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overhead was too high so I cut the 
commission I was paying my sales- 
men.” This is a sure way to in- 
crease overhead in ratio to sales 
because it will depress volume. The 
men will lose heart and tend to sell 
less. Commissions are listed under 
overhead expense, but they are con- 
tingent expenses, paid only if sales 
and profits are added to the busi- 
ness. They differ from other items 
under overhead that are _ paid 
whether sales or profits are added 
to the business or not. So, regard- 
less of how much a commission 
salesman earns, the bottler should 
not cut his compensation unless 
other 
as the selling of too many low unit 
value orders or if the bottler did 
not fix the commission rate accur- 
ately in the first place. 

This should be done by analyzing 


good reasons prevail, such 


selling expenses for a prior period 
to determine what the bottler can 
afford to pay. In the event. that a 


salesman sells too many low unit~ 


value orders or low margin lines, 
sales directors sometimes make a 
revision downward in commission 
and raise the rate as he increases 
the unit sale or sells more profitable 
merchandise. 

The bottler who pays a drawing 
account against commission may 
give his salesmen less disturbance 
financially because he can depend 
upon a regular income and get any 
excess due him at the end of a 
designated period, but here, too, 
some bottlers are disposed to gripe 
if such salesmen begin to earn too 
much. It must be remembered that 


good salesmen are getting scarcer 


V-aE-K 


and scarcer. For some time there 
has been no opportunity for sales- 
men to get much experience in the 
rigorous aspects of salesmanship. 
For the past ten years 
plenty of 


we have had 
employment and more 
money in circulation than ever be- 
fore, and during World War II, 
merchandise shortages fostered 
order-takers instead of business- 
builders. Here and there, however, 
the real salesman comes upon the 
scene and the bottler who is for- 
tunate to acquire him should 
handle him with care on compensa- 
tion because that is closest to his 


heart. 


Incentive Systems 
Finally, there is the incentive 
pay system by which a bottler pays 
a bonus of some sort for results 
This works 
better with straight-salaried men 
than with the commission men, yet, 


over a specified goal. 


it is a business-builder for both 
groups. Success with an incentive 
pay system depends largely on the 
way the system is set up. If the 
quota required before a bonus is 
paid is set so high that it is almost 
impossible to attain, then the 
men will not strive for it. On the 
other hand, if it is too low, the bot- 
tler will find that his selling ex- 
penses are so high that the profit 
on the additional business is neg- 
More than one bottler has 
instituted an incentive pay system 


ligible. 


and ended up in the red because 

he did not set quotas right in the 

first place, just guessed at them. 
When you pay a bonus you in- 


crease selling expense unless you 


can raise volume to a certain point 
where the excess expense is ab- 
sorbed. If you do not reach this 
break-even point you may earn less 
profit than before and may go in 
the red. 

From our field studies we can 
report that incentive payments dif- 
fer month to month, but in the ag- 
gregate, they increase’ business 
more than any other form of com- 
pensation. Bottlers are paying $35 
to $85 per month per man where 
incentive plans are used. The in- 
centive plan does away with a lot 
of dissatisfaction 
straight compensation be- 
cause a man feels that he is get- 
ting what he is worth, a thing 
that is hard for the bottler or sales- 
man to determine when the com- 


inherent in 
salary 


pensation is on a flat rate basis. 
In some plants, all employees are 
let in on the incentive system, of- 
fice help, drivers, plant labor, etc., 
but the basis of payment will differ 
as will the method of computing 
the added compensation. 


Caution: Sales Contests 
The sales another 
form of incentive selling, but here 
too, it is more of a bane than a 
boon if it is handled improperly. 


contest is 


Some bottlers stage sales contests 
with the sole idea of benefitting 
themselves. Such a bottler is likely 
to pull a dead duck out of the hat 
rabbit. A sales 
contest should be run so that all 
salesmen have a chance to win a 
prize worth working for. 
deterrent to 


instead of a live 


One big 
success with sales 


contests is the advantage to the 


MONTREAL & All American (2 0z.)—DUALL & #1731 (1 02.) 


PALE DRY GINGER ALE EXTRACTS 
= 1632 (vs oe.) WHITE SODA EXTRACTS 


PLUS Veko's free laboratory analysis of 
your product . . . Produce better sales! 


GINGER LABORATORIES DIVISION 


OHNSTAMM, Inc. 


329 CANAL STREET 
NEW YORK 13, N.Y 
Telephone: WAlker 5.1504 
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At Pleasure to Kecommend 
, U, ray” 


Read What Frank 

Wegener of Detroit 

Thinks and Says 
About His 


c. Ce Evens Serene E U ANS 
attle Rocke 
highly 
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ve are P+ aint 
We Semenced Jour 


There’s nothing better than a satis- 
fied customer—and naturally we 
love letters like this one from an 
Evans Unit user! If you are not 
mmond 7 familiar with the Evans Heating 
wr oy oe Ago Unit, get the details now. Discover 
os, we ares how this unit holds solution tem- 
sincerely TOUTS? peratures automatically, saves 
WEOENER'S» THE money, time, labor, trouble, 
& oe insurance! 





prank A- we 


Write for booklet, 
“The Calorific is Terrific’ 
and names of users 
near you! 


FLAVORS 
We ar 


’ anve nGer ALE 
rock Lie ISLE ORY GI 
aiso Be 
y 


rporut 


Well See You at the 
A. B. C. B. CONVENTION 
Tu Washington, November 12-15 


Drop in and have a pleasant visit 
with us during the Convention 


BOOTHS 543--547 








Manufactured by G. C. EVANS SALES COMPANY, Little Rock, Ark. 
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high man on the totem pole, the 
star salesman in the establishment. 
This advantage is often due to his 
having the best routes with the 


largest number of customers, or 
choice customers who buy heavily. 
The star salesman gets these juicy 
plums because he is a star sales 
man and the management figures 
that he must be given a plushy 
berth or he will seek greener pas- 
tures or that the carriage trade 
can be handled most effectively by 
the salesman de luxe. If a contest 
is conducted on the basis of over- 
all quotas, the star salesman out- 
quickly, the 


runners-up tail him far 


distances the pack 
behind. 
This discourages the men behind 
and the contest goes sour. The bot- 
tler can eliminate this discontent 
by offering a number of awards, by 
setting the quota higher for the 
star salesman so that the lesser 
lights get a break 

Sometimes good 
achieved with sales contests when 
the emphasis is not on 
volume, such as 


number of new accounts or increas- 


CROWNS 


As You Need Them! 
When You Need Them! 


PENN has been servicing the 
ndustry with Precision-made 
brightly lithographed 
CROWNS for more than 20 


years. 


results are 


bigger 
increasing the 


ing the average unit sale. Of 
course, in the final analysis, this 
adds up to bigger volume but the 


emphasis is more indirect 


A Case In Point 


The Nesbitt Bottling Company, 
Los Angeles, has used the new 
account contests to good advantage. 
started full 


scale operations they acquired 6,- 


rhe first year they 


000 accounts with an average of 


better than 8,000 cases weekly. 
They formed two teams of 7 drivers 
plus supervisors, with the contest 
to last 30 days. The prizes for the 
winning team and supervisor was 
a well-known show, wives of the 
winners included. The result was 
accounts. Then another 
started, the 


same team structure, the two top 


700 new 
30-day contest was 
men on each team and supervisors 
were awarded a trip to Catalina 
Island and $15 expense money, 
wives included. This contest netted 
650 new accounts. Later another 
contest gained 500 new accounts 
A punchboard was purchased con- 
taining 500 numbers. For each new 


account brought in the driver was 
allowed a punch. About $150 was 
spent for 9 prizes, the grand prize 
concealed under a seal and pre- 
sented after the contest was over 
to the driver who had punched the 
lucky number. 


Quota Plan Worked 


In order to stimulate daily case 
sales this bottling company used a 
quota sales contest to good effect 
Each driver was given a quota. The 
average sales over a 90-day period 
were used as a base figure, to which 
25 per cent was added to determine 
a fixed sales quota. Daily figures 
were posted on a route tabulation 
board. If the salesman had equaled 
or bettered his quota, the tabula- 
tion would be in blue. If he had 
fallen short of his quota, the tabu- 
lation would be in red. Route sales- 
men who had equaled or bettered 
their quota were given one cent ad- 
ditional commission to be paid on all 
case sales for the following month. 
The salesmen worked hard to win 
month, then 
hard the 


the prize the first 


worked equally second 








PRACTICAL... SIMPLE... SAFE! 


Need delivery in a hurry? Need special 
decorations? — Stock designs? — Just call 
We also manufacture metal SCREW CAPS 
from |8mm up to 89mm. 


The ‘BOTTLE SCOPE”’ Inspection Unit... 


@ Hundreds of plants rely on “BOTTLE SCOPE” for prac- 
tical product control . . . Easily installed on any bottling 
line, for any size bottles. ... 


@ At present, we can make PROMPT DELIVERY! 


BOTTLE SCOPE MFG. COMPANY 


Baltimore and Union Avenues Lansdowne, Pa. 








Penn Cork & Closures, Inc. 
Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave., Brooklyn, W. Y. 
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What Counts: 


NET PROFITS 
NOT GROSS SALES 


It is pleasant to see the volume soar during the Summer months. 


But there come Autumn and the Winter—and too much of the Summer's profits 
are paid out in case refunds. 


The reds, whites and blues, the big-bottle thirst-killers, fade with the flowers. 
But their case-refunds linger on. 


It's money in the bank at the end of all the year, all twelve months of it that 
counts. 


NET PROFITS, in other words NOT GROSS SALES. 


sO WHAT? 


So you want an all-year-round seller — 


a 


*% Anda small-bottle seller, so the costs are as low as possible— 


% And a drink that enjoys mixer business in December as well as 
thirst-quenching business in July. 


eg 


NO USE KEEPING THE SECRET ANY LONGER— 


THE DRINK WE’RE TALKING ABOUT IS B-1 


For B-1 is a year-round seller. Our long-time bottlers, and our new ones, will tell you that 
B-| Winter sales hold on to the Summer profits; the profits don't all slip away in case 
refunds and slumping sales. 





And B-I costs are low because it's a seven-ounce drink with reasonably low case cost. 


Plus the fact — and this is a clincher — that B-I is a lemon-lime flavor, and lemon-lime 
has now grown to Number two in popularity, in fact, picking up speed every day! 


B-! franchises are still available. 


In the last two months, fifteen bottlers have joined the B-1 
ranks. They "yielded to the impulse" and investigated the B-1 
story, as given above—why not do the same? 


And 


SEE US AT OUR BOOTH, NUMBER 446, AT THE A. B. C. B. 
CONVENTION, AND OUR HEADQUARTERS AT THE 
MAYFLOWER HOTEL 
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month to get maximum prize sults. A quota is set, when it is 
money. Of the 14 drivers in the . achieved, the contest ends and 
contest, 12 exceeded their quotas m awards are given. One _ bottler 
Many bottlers pay little attention planned a contest to last 8 weeks, 
to cooler placements. To give the | : and added $50 to the prize money 
salesmen extra incentive to push 7 % nN for each week under 8 weeks in 
coolers, one bottler arranged a con- ‘ 4 ' which the goal was reached. The 
test so that the salesman who contest lasted 4 weeks and added 
turned in the most legitimate leads 7 ‘$200 to the awards 
to the cooler representative during Our survey work sheets on sales 
a 30-day period received $10, the contests conducted during the past 
salesman who supplied the great- 3 years show that bottlers in- 
est number of leads developed into creased normal sales an average of 
sales received $25 plus $5 commis- 22 per cent for the contest period. 
PROMOTION PAYS OFF Quotas were exceeded in 20 per 
With an assist from the sweltering cent of the cases reported. In one 
summer heat. White Rock's recent 
No Standard Routine Market Bebe, Promaten, im Hew = — over 60 per cent. One bottler 
The forevoing case histories of jumbled market basket displays reported 35 per cent better results 
above also show White Rock's beau- : 
actual contests show that the set-up tifully-lithographed Cooler Cards. when he advertised during a con- 


sion on each cooler sold. Over 100 


coolers were placed 


case, the quotas were exceeded by 





varies. There is no standard rou- test than when he ran a similar 





tine. The bottler must use a certain not give the men chance to get promotion and did not advertise. 
degree of “mother wit” to arrange started. This is especially hard on Do not use a contest as a substi- 
the set-up so that the salesmen men who are slow starters but tute for advertising. Use direct- 
will give their best. However, fun- good finishers. A contest should mail or newspaper advertising to 
damentals should be observed. Too run no longer than 6 weeks, no less help the salesmen sell. When they 
long a contest gets tiresome. In than 4 weeks. If properly planned see that you are cooperating, they 
terest lags and it is hard to sus some bottlers say that contests will work harder and get better 
tain it. Too short a contest does without a specified length get re- results 


ME Taoectiwbot@ | Use Berghausen’s 


WITH 10°° PNEUMATIC TIRES 


ap oince CARAMEL COLORING 


Avoids Spillage eB ; ) . 
And Breakage = [a It’s Safe 
Speci mounted on blo A e 


vp 
operation, cut down hand- 
ling time. 


wiavegmonty toe Nal CARAMELS FOR ALL PURPOSES 


mean easy going over 
curbs, stairs, bumps, etc., 
help avoid costly spillage 


ond treba : eee ||. ak Colas « Root Beer «+ Other Beverages 


@ LASTS LONGER — Tough 
tubular steel and all-weided 
construction take rough SS s 

treatment, mean yeors ond S i | & 
years of extra service c} 


ORDER TODAY FOR EARLY 
DELIVERY! 


seepereprnnesrertumimreticzig || 7"°EBERGHAUSEN CHEMICAL. 


DEPT. S-3, WASHINGTON, MISSOURI 4538 W. MITCHELL AVE. 
CINCINNATI 32 ¢ OHIO 
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The distinctive and delicious NuGrape flavor 
has been a favorite of 
millions for over 30 years 


_ rcoatt 
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TEST PROVES 
DIVERSOL BACTERICIDE 


You AUpOviO performance 4 uray 








PROOF THAT ; — PROOF THAT 


DIVERSOL ioe DIVERSOL 
DISSOLVES a.) @ ; | PENETRATES MORE 


‘ 
FASTER! | _ ORDINARY _DIVERSOL | RAPIDLY! 








| gRDINARY _DIVERSOL _ i 
| ORDINARY __DIVERSOL _ in this part of the test, green pads coated with an 
invisible grease film much like that often left on 
equipment, are floated on top of equal solutions of 
Diversol and another popular bactericide. The pad 
in the Diversol solution becomes wetted and 
<phess oe bleaches out in a few moments. The pad in the 
other bactericide solution remains unchanged even 
after 10 minutes! This amazing penetrating action 
assures complete disinfection of treated surfaces. 


drawings of actual photographs showing 
y and completely Diversol dissolves - - - 
er! Diversol dissolves completely in 
! The other bactericide is 30% un- 


Here are 
how rapidl 
even in cold wat 
only 20 seconds 
dissolved after a ful 
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PROOF THAT 
DIVERSOL ASSURES ae O 
MORE COMPLETE — 
WATER SOFTENING! ee) |) PROOF THAT 
DIVERSOL GIVES 
YOU BETTER 
DRAINING! 














ORDINARY 
“ mea ry > ; rT > 
Here you can really FEEL the " = 
makes even the hardest water sO 
ften water 80 completely. | aah | 
_ n the two beakers are emptied, you can see how 


amazingly clear and clean Diversol drains. Compare 
Diversol’s free-draining action with that of the ae 
aga ‘ : ef ; bactericide. Notice that Diversol leaves no scum or 
Ne eee ee un can to kena, OO sticky residues. Then remember, film harbors bacteria! 
DIVERSOL THE KING OF THEM ALL! Let your 
Diversey D-Man show you this amazing 4-way test! 


“on THE DIVERSEY CORPORATION 


p 3 1820 Roscoe Street, Chicago 13, Illinois 
yi In Canoda: The Diversey Corporation (Canada) Ltd., Port Credit, Ontario 
BRANCH OFFICES: 


“Chemens wo 
5720 Imperial Highwoy 
South Gate, Calif. 


nce! Diversol 


——_—-* | 
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525 Market St. 

San Francisco 5, Calif. 
Joshua Green Bidg. 
Seattle 1, Washington 


101 Marietta St. Bidg. 
Atlanta 3, Georgia 

216 East Tenth St 400 Frelinghuysen Ave. 
Kansas City 6, Mo. Newark 5, New Jersey 


1314 Weod Street, Dallas 1, Texas 


412 Park Bidg. 
Cleveland 14, Ohio 
1200 Second Ave. 
Minneapolis 2, Minn. 
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IN CANADA 


Kop Beverages Begins Operations 
In Impressive Quarters 


Kop Beverages Ltd., 
latest entry into the soft drink in- 


Toronto, 


dustry in Canada, began operations 
last month in its newly-completed 
one and one-half story plant. The 
Kop organization, which eventually 
will go into the franchising field, 
is called by its management “an all- 
Canadian firm with an all-Canadian 
product”. Initially, one product will 
be marketed (in an ACL bottle); 
however, additional lines are 
planned for the future. 

The new plant building has 350,- 
000 cubic ft. of working space and is 
said to be completely equipped with 
the most modern beverage bottling 
machinery and 


laboratory equlp- 


ment available. It was designed by 
the prominent Canadian Architect, 
Ashley Woodburn, and built by the 
John H. Ross Construction Com- 
pany. 

Major equipment in the plant 
consists of the following: 

Dumore bottle washer and filling 
Meyer Manu- 


300 case per 


machine by Geo. J 
facturing Company 
hour capacity; Mojonnier Carbo- 


cooler Syn-Cro-Mix unit; Hygeia 


filters; Mathews conveyer; Liquid 


Carbonic sirup room equipment; 


Eppenbach homogenizer, and other 
Central 


laboratory equipment by 


Scientific. 
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The twelve trucks operated by 
the firm are Fords with specially- 
built streamlined bodies made by 
The Robert Elder Company. Total 
value of Kop Beverage assets is 
presently in excess of $400,000.00. 

Joseph B. Kopman, who developed 
the formula for “Kop”, is the com- 
pany’s president and general man- 
ager. In addition to being an ex- 
ceedingly capable business execu- 
tive; he is also an extract and 
formulae authority with many 
years’ experience in Canada and 
the United States. 

James D. Ince, Toronto, a direc- 
tor of the firm, is in full charge of 
administration. Production will be 
Frank 
Baillie, who has thirty years’ ex- 


under the supervision of 


perience in beverage manufacture 
and processing. Noah Kopel is the 
company’s special public relations 
representative. 

Directing sales is E. Bruce Bleak- 
ney, Who comes to Kop Beverages 
directly from Canada Dry. Previ- 
ously, he was a branch manager 
for the Pepsi-Cola Company and 
operated his own beverage business 
for a‘period of 6 years. He brings 
to the firm broad sales experience 
gained in many parts of Canada 
over the past 20 years. 


National Dry Appointment 


Appointment of Stuart Coutts as 





bottlers’ representative has been 
Ltd., 
Ontario, producers of 
Wishing Well Beverages. Mr. Coutts 
has had more than fifteen years’ 


announced by National Dry 
London, 


experience in the beverage business. 


Coming Conventions 


Here is the schedule of forthcom- 
ing provincial conventions: 

The British Columbia Bottlers of 
Carbonated Beverages will meet 
October 9 in Vancouver. The Al- 
berta association will meet October 
15 in Calgary. Saskatchewan bot- 
tlers will gather October 20 in Sas- 
katoon. Manitoba bottlers will meet 
October 29 in Winnipeg 

The Maritime Bottlers of Car- 
bonated Beverages met in annual 
convention last month 


Ownership Change 


Earl Hamilton has purchased the 
property and distribution franchise 
for Wishing Well Beverages from 
Mathers Beverages, Wingham, On- 
tario. Mr. Hamilton will continue 
to serve the same territory as here- 
from Port Elgin to Bay- 
field and as far East as Mitchell 
and Arthur. 


tofore 


Plant Starts Production 


Production and distribution oper- 
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ations recently were begun by Sun 
Crest Sherbrooke Reg’d Bottling 
Works, Sherbrooke. 

The new bottling establishment 
is headed by A. M. Leblond. 


New Carbonic Gas Plant 


Liquid Carbonic Canadian Cor- 
poration has completed construc- 
tion of its new carbonic gas and 
dry ice plant in Winnipeg. The plant 
is reported to have cost over 
$750,000 


Adds Equipment 


The Seven-Up Bottling Co., Van- 
Western 
water treating system and a House 


couver, has installed a 


“Up-an-Over” sugar unloader 


Advertising Briefs 


Kist Canada Ltd., Stratford, On- 
tario, has announced completion of 
its contest for youngsters to save 
Kist bottle tops. Contest was sup- 
ported by advertisements appearing 
in daily 


newspapers in Eastern 


Canada To introduce new 


Stubby orange to the public, the 
Blue Label Bottling Co. of Calgary, 
Alta., has initiated a coloring con- 
test promoted through the use of 
daily newspapers and point-of-sale 
Theatre lobby displays and a series 
of radio flashes are also being used. 
Stubby dealers also are eligible to 
win prizes if their names appear 
on winning entries. Canada 
Dry Ltd., Toronto, has scheduled 
spot and flash campaigns over a 
number of Canadian stations. Five 
Maritime stations are carrying 
spots and flashes six days per week 
while one Vancouver station is 
carrying a five-day-week schedule 


Popular Baseball Executive 
On Air for Whistle 
Bill Veeck, President of the St. 
Louis Browns American League 
baseball team is now on the air 
every Sunday night for Vess Bot- 
tling Company of St. Louis, with 
Whistle being carried on the com- 
mercials. The program is heard 
over KWK radio station, St. Louis 
Veeck, a great believer and doer 





INCREASE your production 


CONTROL batdhee tay tle turn of 

avalve... 
DECREASE your labor costs... 
ELIMINATE bag dust, lint, an 


sugar spillage... 


use of 
a stable, 


| uniform 


with the 


LIQUID 
SUGAR 





NEW AND OLD 

There's plenty of eye appeal in the 
new label for Squirt quarts (left) 
shown with the old design (right). 
Printed on a rich gold background, 
the body label bears the word 
“Squirt” in maroon on a cream back- 
ground. Neck label promotes the 
product's dual appeals as “The 
Quality Soft Drink” and “The Smooth 
Mixer.” 








of promotion, does the unusual at 
the Brown’s games, and frequently 
serves Whistle to the children. His 
earnings from the radio program 
are being given by him to under- 
privileged including 


boys’ clubs, 


Boys Town of Missouri 


ACID PROOF CARAMEL 
FOAMING TYPE CARAMEL 


Caramel Coloring 
for ALL TYPES of 
CARBONATED BEVERAGES 


Somples on Request 


D. D. WILLIAMSON & CO., Inc. 


$39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N.Y 
1901 PAYNE STREET, LOUISVILLE, KY 


TANK CARS—TANK WAGONS— DRUMS 


Order direct or through your Sugar Broker 


THE NULOMOLINE DIVISION 
AMERICAN MOLASSES COMPANY 
120 Wall Street New York 5, N. Y. 


Plants at 
BROOKLYN, N. Y. LOS ANGELES, CAL. 
CHICAGO, ILL. 


MONTREAL, CANADA 
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SEALED-IN FLAVOR 


right from California's sunny groves... 


BOTTLERS ORANGE 


SODA A WATER BAS! 


Bottle profitably what the consumer Always sold in cans to seal in the 
wants to buy—America’s favorite flavor until you use them. 

orange and lemon drinks, made 

with Exchange fruit juice bases. 


CALIFORNIA 
FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California a L t R s 
N99 Madion Snows, New York TNLY. ite +5 
© 
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“Sure-Fire”’ 
Ideas On 
Merchandising 


SAMPLING BUILDS SALES 


The Nesbitt Bottling Company of Grand Rapids, Michigan, recently spon- 
sored a Nesbitt cup sampling campaign in four stores of a super market 
chain, and, according to H. L. Belton. manager, 10,000 people sampled 
Nesbitt's and over 2.016 six-bottle carry home cartons were sold. 


Low cost, effective selling plans can be used by 
any bottler to create consumer demand and sales. 


by JOHN T. HUNSAKER, 
Vice-President, 
Nesbitt Fruit Products, Inc. 


To crying need, and there is 


plenty of crying, of every soft drink 
plant today is to obtain more case 

How to do this is 
Consumer demand is 
the factor that 
that 


sales per stop 
the problem 
controls sales and 
influences the 
drink 
prominence in his place of business 
This 


brand drink an edge because adver- 


same demand 


dealer to allow the more 


situation gives the national 


tising does create consumer de- 
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mand, and the national brands are 
consistent advertisers 
This brings us to the question 
of what kind of special advertising 
or merchandising the small or me- 
dium size soft drink manufacturer 
can do that will produce definite 
consumer demand. Proved methods 
are the ones of interest, so here are 
some that have accomplished their 
purpose : 
Saturday morning programs at 
the local motion picture theater is a 
“sure fire” “small 
drinks 
The better the 
master of ceremony the better the 


way to acquaint 
fry” purchasers of sofi 
with your product 


show and, of course, the attendance. 


Auctions where crowns are used 
in payment for merchandise do 
nated by merchants are reported to 
With a live wire 


auctioneer plenty of fun can be had 


be very effective. 
and “plugs” for all prize sponsors 
as well as the drink itself can be 
interspersed. 
This kind of 
necessarily limited to the smaller 
towns and 


merchandising is 
should be advertised 
with window cards, radio or news- 
paper. The average bottler cannot 
afford an expensive campaign and 
this program appears to be a na- 
tural for maximum effectiveness 
with minimum cost. 

Cup sampling in food stores is 
another direct and effective way to 
create consumer demand. It is just 
as adaptable to small towns as to 
cities and usually much less expen- 
sive. The opportunity of making 
a six-bottle sale with every 
reduces the 
erably. 


samp- 


ling expense consid- 


Surely there is no more 
direct way to acquaint the consum- 
er with the product than 
them to take it home. 


getting 
Cup sampling requires a display 
which in itself creates consumer 
knowledge of the drink. Cup samp- 
ling means more business for the 
dealer. There are no price cuts; 
no one gets something for nothing 
and the better the demonstrator the 
more sales 

Whatever special merchandising 
effort is made it should only be in 
conjunction with a steady program 
of point-of-purchase sign place- 
ment. Consumer demand is created 
by brand name recognition and 
without this background any spe- 
effort cannot 


have a sustained effect 


cial merchandising 
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THE TEST OF TIME 


Proves the Ezzza Value of Kisco Boilers 
and Heating Equipment 
e 1928 


Saving Steam Sinc 


To 
KISCO Return 
Boiler SYSTEM 


el, Water, Labor, and 


Saves Fu ne Life of Any Boiler 


Prolongs 


Every User A Booster 


KISCO “Steematic’ : 
Vertical Boiler 


Compact, Automatic 
y Type Fuel or 


d 
BOTH high on 
Reclaims condensa- 


Operates Automatically 
and Requires no Steam 
for its Operation 
Write for 


Write for 
Catalog DSA-10 


Catalog pDRS-10 


Economic 


edly built 
t Heaters, constructed 
- 
. high pressure —, 
at 3 are rubbe 


powerful, rug99 


VISIT US IN 


WASHINGTON, tan blo " 
D. C. quiet operatio 


National Beverage 
Exposition write 
Nov. 12, 13, 14, 15 catalog bu 


BOOTH 651 


BOILER & ENGINEERING CO. 


2414 DE KALB ST. ST. LOUIS 4, MO. 


Write for for 


Catalog DWS.19 


KISC 
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men 


welfare 


sales and 


San Francisco Area Bottlers 
Have New Wage Scale 

A new record-high scale for bot- 
tling plant employees in San Fran- 
cisco and Oakland, Calif. 
by territories, 


, and near- 
has gone into effect. 
men receive $77.00 for a 
while driver-sales- 
$84.00. In addition, 


$2.00 a week 


Inside 
five-day week, 
receive 
bottlers pay into a 


fund for employees 
A. H. Brueggeman 


A. H. (Al) Brueggeman, general 


advertising manager of 


How TV, 


the Seven-Up Bottling Company of 
Rapid City, South Dakota, 
Aug. 11. Brueggeman 
of the 


died 
was co- 


owner Seven-Up operation. 


Well, It Was Convenient .. . 

Has anyone seen 1,700 pounds of 
sugar? 

The sugar, in 100 pound bags, 
was recently stolen from the Royal 
Crown Bottling Company, Birming- 
ham, Ala. The burglar did not have 
any transportation problem. He 
a truck at the same 
place to haul the sugar. 


merely stole 


beverage equipment 


can help you cut costs... 











PFAUDLER STAINLESS STEEL 
AGE TANKS are built to last 


PFAUDLER MIXERS deliver the 
thorough agitation that dissolves 
allsugarin the least possible time. 
Special bottom head design keeps 
syrup flowing to the filler. Sani- 
tary. easy-to-clean stainless steel 
construction. All welds ground 
smooth and polished to prevent 
product from pocketing.” 


STOR- 


indefinitely. 


Self-draining. easy-to-clean features mean 


lower labor costs. 
stainless steel, 


Made of high quality 
they permanently retain 


their shiny sanitary finish. 


PFAUDLER PRESSURE PROCESS VATS 


provide the 


efficient heating, holding, 


cooling and mixing that help you keep 
operating costs at a minimum, Self-draining 


and simple in design for easy cleaning. 
Polished stainless steel assures maximum 


sanitary protection. 


YOUR PFAUDLER DISTRIBUTOR 
WILL BE GLAD TO SERVE YOU 
Early deliveries are still available for cer- 
tain types an i es. Ch ov your . 
requirements nearest 


Pfaudler Distributor. His name and ad- 
dress are: 


Pfaudler 


THE PFAUDLER CO., ROCHESTER 3, N.Y. 
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American Brewers’ Supply Co., Smithfield St., 
Pittsburgh 22, Pa.; The Lilly Co., 166-8 
Union Ave . Memphis, Tenn.; Northwestern 
Extract Co., 216 Broadway, Milwaukee, 
n; Per 1311S 
S. Riekes & 
+ Nebraska, 
Towa, 1903 


{ “bs 
44S. W. Fifth St 
S. Flores St., San Antonio, Texas, 522 V 
Douglas Ave., Wichita 12, Kansas, 211 So 
Compress St., Oklahoma City, Okla., 1612 
First Avenue, Rock Island, Hl... 5715 Man- 
chester Avenue, St. Louis, Mo.; Buckner 
Equipment Co., 2532 S. Wabash Avenue, 
Chicago, Ul.; C. G. G. Schirmer, Box 181, 
Higganum, Connecticut; Wm. L Tobias, 
3508 Jackson Avenue, El Paso, Texas, 5S 
Twitchell Co., Cre yore & Haddon Avenue, 
Camden 4. N. J.; Geller og Co., Inc., 161 
E. 33rd St., New York 16, Consoli- 
dated Siphon Supply Co., Inc., N32 2- 34 Wooster 
St., New York 31, N. Y. 








KIST FOR THE KIDS 


Summer season's over in most parts 
of the country, but not for these kids 
at a beach refreshment stand in St. 
Petersburg. Fla. Local Kist bottler 
Richard Forgham, who arranged 
placement of the dominating Kist 
display on the front of this location. 
reports that the stand is operated by 
three enterprising youngsters (ages 
from 10 to 13). Doing great business 
too, we hear. 





“OPEN HOUSE” CAMPAIGN 


Canada Dry has launched a special 
promotion for the early Fall season, 
when home entertainment again is 
the order of the day. with a strong 
campaign for Canada Dry Water 
geared to the “Open House” theme. 
The drive is designed to promote 
combination sales of Sparkling Water 
with related foods. Central feature 
of the merchandising display is an 
attractive model house, open at the 
top and filled to bursting with the 
ingredients for home entertainment. 
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HELP TO SINGING? 


Members of the singing and dancing 
choruses of the world-renowned St. 
Louis Municipal Opera enjoy B-1 at 
the outdoor theater's backstage com- 
missary during an intermission. Ap- 
parently, opera performers are firm 
boosters of soft drinks. 





DOMINATING 
The largest Seven-Up painted wall 
sign in Iowa is pictured above. It's 
three stories high. and was painted 
for the Seven-Up Bottling Co. of Des 
Moines, a Maher operation. 





FALL DISPLAY 
This attractive fall display is being 
shipped to Double-Cola bottlers for 
placement during October. Novem- 
ber, and December. New seasonal 
displays are supplied to Double-Cola 
bottlers every three months. 


Dallas Seven-Up Plans Large 
Equipment Expansion 

The Seven-Up Bottling Company 
of Dallas, Inc., Dalias, Tex., is in- 
creasing its bottling capacity 150 
per cent at a cost of more than 
$100,000, C. B. 
and owner, announced recently. 

Bottling capacity, now 7,200 bot- 
tles an hour, will go up to 18,000 


Kloppe, president 


bottles an hour when new machin- 
ery is installed and in operation. 
Floor space has been increased by 
3,000 square feet. 

Growth of the business is indi- 


cated in the fact that during World 
War II the company employed 
35 people but now employs more 
than 100. During the war ten trucks 
were operated ; now there are twen- 
ty-five. 

President Kloppe said that July 
sales were the largest in the com- 
pany’s history, 53 per cent over 
sales in July of 1950 and 343 per 
cent larger than sales in July, 1942, 
the first year of the war. 

Other officers of the company 
are Clarence Kloppe, Jr., vice-presi- 
dent, and P. M. Brier, assistant sec- 


retary and assistant treasurer. 








A LIFT 


| 
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by HARRY E. ELLIS 


Public Relations Director 
Dr. Pepper Co. 


7 HE one simple and understand- 


able fact about business which we 
cannot ignore is that we are dealing 
with individuals. Collectively they 
make up markets which we break 
down into various groups, but re- 
gardless of how we classify them, 
they are all still single human be 
ings who buy and drink our prod 
ucts, one bottle at a time. 

\ssuming that our beverages are 
right, that they are well advertised 
and enjoy good distribution, there 
are still a number of more personal 
factors that influence the sale of 
soft drinks. It is these intangible 
things that we can sense among 
people that are important in our 
Dusiness success. 

These intangibles are often re- 
ferred to as public relations. And 
public relations is a very confusing 
subject to a lot of people. But public 
relations isn’t confusing when you 
think of it in terms of individuals 
and what makes them do the things 
they do. Here are some simple facts 


which pertain to our business, 
seemingly small and yet they in 


fluence people when they buy. 


68 


Open your plant to visitors, the author suggests. One way of doing this 
is to have a clean, inviting reception room where “guests” may relax in 
comfort. The reception room at the Dr. Pepper Bottling Co.. Victoria. 


Tex., is an example. 





Three Timely Tips 


1. General appearance of plant, 
equipment and personnel. People 
just naturally prefer food that is 
prepared in clean establishments, 
handled by clean, well-groomed de- 
vices and men. A bottling plant need 
not be new and modern to be clean 
and well-kept, and a worker’s un- 
iform, likewise, the same. Clean 
liness is a good trademark within 
itself and wins many drinkers for 
bottlers who practice it in business. 

2. Courtesy and good manners are 
two enviable qualities of any bus- 
iness organization. These are things 
that cost so little and yet are often 
the main elements of success in 
spite of other shortcomings that 
the firm may have. Sincere friend- 
liness, dealing fairly with everyone, 
being considerate of the desires and 
problems of others will break down 
the most stubborn sales resistance 
and win friends for the company 
and its employees. 


2 


3. Speaking of employees, the 


same fair and considerate 
treatment of them is equally an im- 
portant factor in building a bus- 
iness. Many a case of beverage has 


been sold by the bookkeeper, pro- 


duction helper or some other plant 
employee merely by his loyalty to 
the firm, speaking favorably of it 
among his personal friends and by 
boosting the boss he works for. 
Good public relations, or whatever 
term you may care to use, begins 


on the inside of a business where 


individuals work together as a unit. 
Their opinions, their attitudes and 
their practices both on and off the 
job are influencing factors that 
have a direct bearing on sales. 

The idea has been presented that 
public relations is only a matter of 
concern for large companies, which 
is indeed a misconception. Good 
public relations is just as important 
and even more so, to a small firm 
as to a large one. Actually, the 
smaller firm has a distinct advan- 
tage when it comes to maintaining a 
sound public relations program be- 
cause it can be supervised more 
closely and administered more ef- 
fectively. 

If you haven't thought about 
your public relations as pertains to 
your business, you are overlooking 
an important phase of your pro- 
gram. Good public relations is good 
for sales and essential to the success 


of your business. 
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ONE 


TRU-ADE, INC. 


TRU-ADE » 
COMPLIMENTS YOUR GUESTS ‘ 


Wink 


TRU 


ste “eas 
and your own good taste 


when you want a better 


- beverage—ask for Tru-Ade 


i Wisttral Soft Dik. 


October, 195] 

















One of the nation’s greatest col- 
leges recently published the results 
of its experiments on bottle washing. 


Bottle Washing 
WENT TO COLLEGE 


Using modern equipment, the scientists con- 
cluded that complex phosphates as an additive 


to caustic soda were necessary in order to 








obtain a good looking bottle with satisfactor- 
ily low bacteria count. 

Diamonp’s B.B. Alkali gives you a tailor- 
made product containing the essential complex 


phosphates to assure you the best possible 





bottle under operating conditions. 


FOR VERY HARD WATER 


H. W. HI-TEST is similar in composition, and as out- 
standing in results, as B. B. Alkali, but it is especially 


adapted to hard water. 





Call the nearest DiAMOND 8 gpZ DIAMOND KEEPS PACE WITH PROGRESS 


Sales Office for a free and 
This independent test shows that DIAMOND Washing 
thorough checkup by our ex- - 
SIAMOND Compounds keep abreast of the latest improvements 


pert Technical Serviceman. ‘ ‘ 
in the business. Depend on DiAMOND for what is 





newest and best, 





Me. 
DIAMOND 





DIAMOND WASHING COMPOUNDS 


DIAMOND ALKALI COMPANY...CLEVELAND 14, OHIO CHEMICALS 
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DREW LUBE 


for UNINTERRUPTED 
CONVEYOR OPERATION 


Cleans while it lubricates 











DREW LUBE not only holds bottle breakage 
and conveyor break-down to a minimum... it 
also keeps bottles and parts sparkling ciean! Check These Additional Advantages 


DREW LUBE—the most efficient and econom- Protongs life of conveyor system! 

ical conveyor lubricant—gives super slippage Uniform film protects chains! 

and longer mileage, eliminates bottle and con- Lasts longer, goes further, saves more! 
veyor friction, assures smooth, trouble-free 
operation. 


@ Retards formation of calcium salts! 

@ Won't clog dispensing lines! 

DREW LUBE DISPENSERS, famous for their @ Provides a linkage cushion... prevents jerking! 
“eye dropper” control, are available to users @ Can be used in all types of dispensers! 
of Drew Lupe. Call the Drew Man today or 

write for Technical Bulletin L-73. 


SPECIAL PRODUCTS DIVISION DREW 
E. F. DREW & CO., Inc. PRODUCTS 


Boonton, New Jersey 


NEW YORK @ CHICAGO e@ BOSTON @ PHILADELPHIA 


October, 195] 





Ladies Wu Our Tudustryy......... 


Le AVE us face it, men—this is 


not a man’s industry. Not that 
omen dominate this field, mind 
tu, but there are a surprisingly 
rge number of women (probably 
ch more than you think) who 
and operate bottling plants, 
nd who manage and or hold im- 
nt positions in soft drink 
ipply houses and bottlers’ asso- 
ns. There’s even a lady “route- 
at’s more, the ladies in our 
are doing better than alright 
their various types of work 
ind we can literally cite dozens of 
nstances to prove this point. But 
t's just check off a few 
he outstanding “salesman” for 


established machinery house, 
th headquarters in the South, is 
woman-—-Miss Mary Shirley of 
he Miller Hydro Co., Bainbridge, 
Ga. Now also a vice-president of 
Miller Hydro, Miss Shirley prob- 
ably is one of the best known in- 
dustry personages—certainly the 
best-known lady in the industry 
Another Ohio 
Bottlers of Carbonated Beverages 


generally 


instance: The 


recognized as one of 
the soundest-managed, soundest- 
organized state bottlers’ associa- 
tions in the country. The key figure 
this association, its executive 
secretary, “just happens” to be a 
Miss Mary Lou Marlay. 


some more examples One of the 


woman 


-and-coming parent companies is 

Bob’s Cola Co., of Atlanta, Ga. 
Mrs. B 
J. Frink. Citrus Products Co., of 


; president is a woman 


Chicago, another growing parent 
Miss 
Cream City Boiler 
Co., Milwaukee, has a woman in 


firm, has a lady ad manager 
Mabel Lucas 


the important job of procurement 


of materials—Miss Agnes C. Ma- 
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There are hundreds of ladies in the soft drink field 
and they’re doing one swell job. The record proves it! 


her, officially secretary of the com- 
pany. And the secretary-treasurer 
of the Bottling Machine 
Works, Inc., Baltimore, is also of 
the “weaker sex” 
Shephard. 


Burns 
Miss Iona Burns 


A final case in point: One of the 
most progressive and aggressive 
bottling operations in America’s 
Alaska, is 
the Pepsi-Cola Bottling Co. of Fair- 
banks. The owner-operator of this 


northwestern bastion, 


plant is a woman—Mrs. Sylvia 
Ringstad. Since 1946, when Mrs. 
Ringstad launched her Pepsi-Cola 
business, she has forged steadily 
Today her franchise—the 
bulk of Alaska’s 4th Judicial Di- 
vision bottles of 


Pepsi per capita each year 


ahead. 
consumes 46.7 


Many of the ladies in our trade 
did not plan beverage industry 
careers. A goodly number of lady 
bottlers, for example, are widows 
who inherited bottling enterprises, 
and decided to become active in 
their businesses, to support their 
rather than sell out. 
Others are working hand-in-hand 
with their husbands, attempting to 


families, 


help develop a young business or 
further the success of an _ estab- 


lished enterprise. 


They Really Work! 


But whatever their reasons for 
entering the beverage field, the la- 
have taken the 
step, pitch into their jobs with vim 


dies, once they 


and vigor. And they generally do 
not confine their activities to desk 
work. Many is the lady bottler 
who has hopped into a truck to 
make an emergency delivery 

who has employed her feminine 
charms to help open a tough ac- 


count . Who has filled in on the 


production line for a sick employee 

. Who has stood on her feet for 
ten hours (with a smile on her 
face) sampling cartons in a super- 
market. 

Several lady bottlers even show 
an active interest in general trade 
problems. Take Mrs. Lily Wilbert 
Graves, head of the Squirt Bottling 
Co., of Milwaukee. Mrs. Graves, 
whose background includes several 
years of field representation for 
the parent Squirt Co., has some defi- 
nite ideas about soft drink prices. 
She unveiled this thinking at the 
1950 national convention in San 
Francisco when she bravely arose 
from her seat to state her views 
on the industry's price problem. 
She drew a tremendous ovation, 
too—not because of her sex—but 
because her remarks revealed her 
to be a person of extreme perspec- 
uity 

No compilations have been made 
of the total number of lady bottlers 
in the field, but according to list- 
ings of same submitted by a limited 
number of parent companies, there 
probably are several hundred, at 
least. Here are the names of some 
of them: 


Coca-Cola 


Miss Marian Fitzgibbons, Mid- 
dletown, Connecticut; Mrs. James 
F. Sikes, Tarpon Springs, Florida; 
Mrs. John H. Bradley, Convers, 
Georgia; Mrs. T. H. Clark, Mill- 
M. Mil- 
ler, Cairo, Illinois; Mrs. Berenice 
Hancock, Campbellsville, Kentuc- 
ky; Mrs. Louise Down Wells, Car- 
rollton, Kentucky; Mrs. Adrian Mc- 
Ree, Central City, Kentucky; Mrs. 
Irene B. Schmidt, Elizabethtown, 
Kentucky. 

Also: Mrs. Florence Wahl, Mi- 


edgeville, Georgia; Mrs. C. 
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Mrs. Eleanor Tims 
Dr. Pepper Bott. Co. 
Newport News, Va. 


Mrs. Mary S. K. Reel 
Port Arthur Bott. Wks. 
Port Arthur, Tex. 


Mrs. E. M. Lewis 
Nehi Bottling Co. 
Charleston, S. C. 


~ 
~ 
7 


Mrs. F. S. Goldstein 
Electric Bott. Works 
El Dorado. Ark. 


Miss Mary L. Marlay 
Secretary 
Ohio Bott. Assn. 


October, 1951 


Miss Edith Whitcomb 
Double-Cola Bott. Co. 
Harlan. Ky. 


Mrs. A. C. Stillwell 
Grapette Bottling Co. 
Oshkosh, Wisc. 


Mrs. Elizabeth Parker 
Grapette Bott. Co. 
Danville, Ill. 


Mrs. A. L. Van Valey 
Van Valey Bott. Works 
Everett, Wash. 


Mrs. Mickey Moore 


Canada Dry Bott. Co. 


Florence, S. C. 


Mrs. Ruth Kaufmann 
Galler 7-Up Bott. Co. 
Hoboken, N. J. 


Mrs. D. H. Rosenbaum 
Seven-Up Bott. Co. 
Newark, N. J. 


nA 


48 sill alas: cts 


Mrs. D. W. Conway 
Grapette Bott. Co. 
Albuquerque. N. M. 


FI 63 5 
‘ 


Mrs. A. B. Stamps 
Grapette Bott. Co. 
Newport. Ark. 


Mrs. W. G. Cameron 
Dr. Pepper Bott. Co. 
Opp. Alabama 


Mrs. B. J. Frink 
Bob's Cola Co. 
Atlanta, Ga. 


‘“ 


Mrs. Grace Lyons 


Dr. Pepper Bott. Co. 


Dublin. Tex. 


Mrs. S. C. Curry 
Pepsi-Cola Bott. Co. 
Key West. Fla. 


Mrs. Ethe! Harmon 
Double-Cola Bott. Co. 
Franklin, Ind. 


v % 
~ | AY 2 
Mrs. J. C. Smith 


Grapette Bott. Co. 
Meridian, Miss. 


Miss Doris Plein 
Seven-Up Bott. Co. 
Oshkosh, Wisc. 


Miss Mary Shirley 
Miller Hydro Co. 
Bainbridge, Ga. 


Mrs. V. D. Nesbitt 
Pepsi-Cola Bott. Co. 
Salina, Kansas 


Mrs. R. N. Henley 
Kist—Double-Cola 
Macon, Miss. 


Mrs. V. M. Scribner 
Lyons Bottling Co. 
Lyons, Kansas 
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laca, Minnesota; Miss Margaret S 
Frost, Willmar, Minnesota; Miss 
Irene R. Money, Mayodan, North 
Carolina; Mrs. Camille A. Galla 
tin, Greensburg, Pennsylvania; 
Miss Leota Ewing, Dayton, Ten- 
nessee; Mrs. J. B. Weil, Nashville, 
Tennessee; Miss Dora C. Stowers, 
Shelbyville, Tennessee; Mrs. Mary 
K. Rice Swann, Springfield, Ten 
nessee; Mrs. Grace G. Rosson, Mar 
fa, Texas; Mrs E M Archer, 
Jonesboro, Arkansas and States 


boro, Georgia 


Double-Cola 


Mrs. R. M. Scott, Dermott, Ar- 
kansas; Mrs Ethel Harmon, 
Franklin, Indiana; Miss _ Edith 
Whitcomb, Harlan, Kentucky; Mrs 
R. N. Henley, Macon, Mississippi 


Soft drink industry women have 
proved their worth in personal con 
tact work. Above, Mrs. D. D. Tomlin. 
center, wife of the manager of the 
Grapette Bottling Co., Hickory. N. C., 
samples some housewives during a 
recent store demonstration. 





Husband-and-wife teams are not un- 
common in plant operation. Above. 
Mrs. W. H. Malphurs looks on as her 
husband signs an O-So Beverages 
franchise for their Albany. Ga. terri 
tory. 
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Dr. Pepper 

Mrs. Earl Ware, Elyria, Ohio; 
Mrs. King D. Wilson, Erie, Penn- 
sylvania; Mrs. N. R. Nichols, 
Athens, Alabama; Mrs. Mabel G. 
Scott, Emporia, Kansas; Mrs. B. 
J. Morrison, Center, Texas; Mrs 
Grace Lyons, Dublin, Texas; Mrs. 
Taylor Mineola, 
Mrs. Paul Hughson, Santa Ana, 
California; Mrs. Anne Swenson, 
Stockton, California; Mrs. P. D. 


Gross, Sacramento, California 


Greer, Texas; 


Also: Mrs. Deral Jones, Salem, 
Oregon; Mrs. J. O. Dodson, Phoe- 
nix, Arizona; Mrs. J. F. Parmer, 
Mangum, Oklahoma; Mrs. E. L. 
Crabtree, Grand Junction, Color- 
ado; Mrs. L. F. Hogue, Cheyenne, 
Wyoming, Mrs. Robert Dennis, 
Comanche, Oklahoma; Mrs. K. C 
Love, Muskogee, Oklahoma 


Grapette 


Mrs. Elizabeth Parker, Danville, 
Lilinois; Mrs. H. J. Scribner, Ly- 
Smith, 
Meridian, Mississippi; Mrs. Mat- 
Normal, Illinois; 
Mrs. A. B. Stamps, Newport, Ar- 
kansas; Mrs. Vernon L. Card, 
Colorado; Mrs. M. K 
Kauffman, Redwood City, Califor 
nia; Mrs. W. A. Jackson, Tacoma, 
Washington; Mrs. O. W. Johnson, 
Topeka, Norton 
Conway, Albuquerque, New Mex 
ico; Mrs. Roy V. Beckwith, Ponca 
City, Oklahoma 


ons, Kansas; Mrs. J. C. 


thew English, 


Greeley P 


Kansas; Mrs 


Kist 


Mrs. Florence Howell, Hettinger, 
North Dakota; Mrs. R. N. Henley, 
Macon, Mississippi 


Mission Orange 


Mrs. Bess Curren, Wichita Falls, 
Texas; Mrs. A. L. Van Vale ¥, Ever 
ett, Washington 


Nehi-RC Cola 


Mrs. Elizabeth Lewis, Charleston, 
South Carolina; Miss Anna E 
Dehring, Alpena, Michigan; Mrs 
B. P. Smith, Athens, Tennessee; 
Miss Laura Marie Tuerffs, Fair- 
mont, West Virginia; Mrs. M. C 
Baldwin, Lawton, Oklahoma; Mrs 


Mrs. Louise Kaufman, above, who 
with her husband, Marvin, operate 
the Grapette Bottling Co., Redwood 
City, Calif., manages both office and 
plant while her husband handles 
sales. Here she’s shown checking 
full stock. 





A lady who has done an outstanding 
sales job is Mrs. Sylvia Ringstad. 
left. who heads the Pepsi-Cola Bot 
tling Co. of Fairbanks, Alaska. Her 
plant sells 46.7 bottles per capita in 
her territory. At the 1951 Pepsi-Cola 
convention, above, she chats with 
Richard H. Burgess, vice-president 
in charge of bottle sales for the 
parent Pepsi-Cola Co., and Faye 
Emerson, Pepsi's TV star. 





Many beverage industry ladies are 
assisted by their sons or other close 
relations in the operation of their 
businesses. Typical is Mrs. R. M. 
Scott. partner in the Double-Cola 
Bottling Co., of Dermott, Ark., shown 
with sons Bob and Don. 
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MARCs at Boling Ouccess 





No product is a success unless its 
formula is based on quality. Yet it takes 
other characteristics to bring prestige and 
consumer acceptance. And one of the most 
vital, as any progressive bottler will tell 
you, is the use of Glenshaw COLOR-PRINT 
Bottles . . . they give distinction, speed returns, 





reduce labeling and production costs and 
create sales-compelling attention! 


Ask us to give you further information 


GLENSHAW GLASS CO., inc. a 


GLENSHAW, PA. s 5 


Look for the, dentifying 
mnarh of Luatly 


GLENSHAW 


YOR-FRINTG. - 
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Booth Bottling Co., of Philadelphia. 
has shown steady sales increases for 
the past number of years. Signi- 
ficantly. its sales manager is a wom- 
an, Mrs. Emanuel Lowenstein, shown 
with her husband, owner of the plant. 





Gladys Buckner, Springfield, Mis- 
souri 

Also: Mrs. Nella Moyle, Altoona, 
Pennsylvania; Mrs. Ollie Snipes, 
Edward 
Glander, Tyler, Texas; Mrs. Esther 
D. Edwards, Tulsa, Oklahoma and 
Coffeyville, Kansas; Mrs. M. A. 
Nordby, Huron, South Dakota. 


LaGrange, Texas; Mrs. 


Nesbitt's 


Mrs. Verla Nesbitt, Salina, Kan- 
sas; Mrs. Charles A. Scott, Hutch- 


inson, Kansas 


Pepsi-Cola 


Mrs. Sylvia Ringstad, Fairbanks, 
Alaska; Mrs. Verla D. Nesbitt, Sa- 
lina, Kansas; Mrs. Florence G 
Howell, Hettinger, North Dakota; 
Mrs. Sidney C 
Florida; Mrs. Glenna Siedling, 
Brookfield, Indiana; Mrs. Clifford 
Rydholm, Auburn, Maine; Mrs. E 
Robertson, Lowell, Massachusetts; 
Mrs. Anna Hopp, Wadena, Minne- 
Ellen Conlon, Mt. Ver- 
non, Washington 


Curry, Key West, 


sota; Mrs 


Seven-Up 


Mrs. Ruth Kaufmann, Hoboken, 
New Jersey; Mrs. N. R. Nichols, 
Jr., Athens, Alabama; Mrs. Paul 
Wolfe, Fort Smith, Arkansas; Mrs 
John R. Plein and Miss Doris Plein, 
Oshkosh, Wisconsin; Mrs. Dorothy 
H. Rosenbaum, Newark, New Jer- 
sey; Mrs. A. L. Van Valey, Everett, 
Washington; Mrs. 
tafson, El Dorado, Arkansas; Mrs 
Fredda Sinclair Goldstein, El Do- 
rado, Arkansas; Mrs. Mary S. K 
Reel, Port Arthur, Texas 


Rosalie S. Gus- 
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It would be interesting, indeed 
(but almost impossible), to present 
“profiles” on all the ladies in the 
industry. However, let’s examine 
the background and experiences of 
some of this industry’s ladies . . . to 
better understand their place in our 
field their abilities .. . their 
determination to make good . and 


their accomplishments 


A Bottler In Every Sense 
Mrs. John D. “Mickey” Moore, is 


owner and operator (in every sense 


of the word) of the Canada Dry 


Tottling Company, of Florence, 


5S. C. She sets promotional policy, 


Mrs. Lily Wilbert Graves, head of 
Squirt Bottling Co., Milwaukee, is a 
well-known beverage industry wo- 
man, having been a territorial repre- 
sentative for the parent Squirt Co. 
Her firm was a pioneer in raising 
beverage prices, and at last year's 
national convention. above. she 
“took the floor” to state her views on 
the price problem. 





hires all personnel, supervises sales, 
makes all purchase s, and keeps an 
eagle eye on the laboratory reports 
from Canada Dry’'s central control 
laboratory in New York. In the field, 
she frequently spot checks the trade 
and has personal knowledge of prac- 
tically every account within a 50- 
Further, she is con- 
stantly on the trail of the key ac- 


mile radius 


counts to secure more dominant dis- 
play. 
Mrs. Moore entered the bottling 


business back in the 30’s, when she 
invested some money in an active 
plant. In addition to her present 
business activities she still manages 
to find plenty of time for her family 

her husband, a retired railroad 
executive, and a grown daughter, 


Sandra 


“See My Wife Please...” 


If you think operating a bottling 
plant is strictly a man-size job, meet 
Mrs. R. N. Henley of the Kist- 
Double-Cola Bottling Company of 
Macon, Henley 
maintains a fleet of four trucks and 


Mississippi. Mrs. 


it is not at all unusual to see her 
in the supervisory role of accom- 
panying her driver-salesmen to see 
first-hand what is going on in her 
territory. Mrs. Henley is as much 
at home on one of these trucks as 
she is when she dons evening clothes 
to join her husband, Macon’s Mayor, 
in some civic gathering. If you ask 
him about the bottling firm, he will 
tell you, with a twinkle in his eye, 
that he knows nothing about it, and 
“please see Mrs. Henley.” 


Scrubbed Floors, Mixed Syrup 


A woman who has worked hand 
in hand with her husband since 
1925 to help develop a bottling busi- 
ness is Mrs. Vada M. Scribner, of 
the Pepsi-Cola Bottling Company 
of Lyons, Kansas. As she tells it: 

“My husband and I took over this 
plant in 1925 when we were mar- 
ried. The plant consisted of a Lowe 
pocket soaker and rinse tank and a 
Crown Cork foot power bottling ma- 
chine. The Syrup tanks were 5 and 
10 gallon crocks. I washed all the 
bottles by hand on a motor driven 
brush and my husband bottled on 


Mission Orange and Mission Lem- 
onade won top honors for purity. 
taste, quality, etc., in a recent inter- 
national beverage competition. It's 
therefore interesting to note that the 
chief chemist for the parent Mission 
Dry Corp. is a woman—Miss Sara 
Blangsted, who has been associated 
with the firm since 1936. 
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Today with supplier service a must, take a tip 
from this top-flight bottler, and switch to Flo- 
Sweet Liquid Sugar! 


With Flo-Sweet you'll get prompt, unfailing de- 
livery and expert technical help, plus a quality- 
controlled product that's designed to build prof- 
its for you! 


So, if service is essential to your operation, it 
will pay you to investigate 
Flo-Sweet now! 


PIONEER 


October, 1951 


pF est oe, 
— four Pronvers 


Mies / 
‘ Gmabk Foon Py, 

ano Gas, > Proves 
MPONATED Bevennce 


CETR 


May 21, 1951 


Refined Syr ups 
ew 


Yonkers 1, New Yo #@Fs> Inc, 


Contlemen: 


The continually 
g ) 


liquid sugar ¢ prompt 


our plants in th 


Solve any technical 
Very truly yours 
’ 
DOSS IN's Foop PRODUCTS 
Lbnec ( Atos... 
Walter 4, Do ; 
President = 
AC. = gt Sa 
Rg » Dossin , 


L 
Vice-Presiden t-Treasurer 


FLO-SWEET = SERVICE because— 
Refined Syrups & Sugars is the biggest producer 
a) of liquid sugar in the country... 


manufactures in the East, but maintains storage 
facilities near its customers for better service . . . 


has the greatest fleet of tank-trucks, tank-cars, 
3) and tank-ships in liquid sugar service. . . 


provides emergency delivery service... 
and keeps production flexible enough to meet 
your most unusual requirements. 


TION AND SERVICE 








the foot power. If we worked stead- 


ily for about 12 hours we could 
make 100 cases. The next day while 
my husband was out selling I 
would wash the machinery, scrub 
floors, mix syrup and get things 
ready to bottle again the next day 
In 1936 we secured the Pepsi-Cola 
franchise and in 1941 Grapette and 
Mission Orange. We now have one 
of the most modern and _ best 
equipped plants in Kansas and bot- 
tle 250,000 cases a year, operating 


9 trucks in 13 counties in central 


get yo 


See you at 
the Convention 
Booth 662 


eye 


Kansas. | 
around the plant from repairing the 


have done everything 


bottling machine when it has been 
broken down to taking a truck out 
on a special delivery and. keeping 
the books. In addition, I have found 
time to raise three children.” 


Started From Scratch 
Mrs. Ruth Kauffman, who has 
complete charge of the Galler 
Seven-Up Bottling Company, Ho- 
boken, N. J., 
1945, following the death of her 


took over that role in 


Salter? 


The Perfect Patr..... 


Goody Root Beer and Goody Orange Drink... the pair 


that is chalking up record sales! Goody's rich, delicious 


flavors win friends fast and bring repeat business. Bottle 


sizes to best fit your market; point of sale advertising; a 


sound promotional program—all boost Goody sales and 


profits. 


There may still be a Goody franchise available in 
your territory. Wire or write for details today! 


THE GOODY COMPANY 


318 Seventh Ave. N. 


Minneapolis 1, Minn. 


husband, Charles Galler. Prior to 
that time she “served only in the 
capacity of a housewife—devoting 
no time whatever to the business, 
or to operation.” 

She is extremely active in civic 
and charitable affairs, and is hon 
orary past president of the National 
Council of Jewish Women. 


“Two-Fisted” Businesswoman 

Mrs. Frances Cameron, head of 
the Dr. Pepper Bottling Company, 
Opp, Alabama, has been called a 
“two-fisted tenacious, fighting busi- 
ness woman who asks no special 
favors or privileges because she is 
a woman.” She has been managing 
the bottling enterprise for more 
than a decade, having assumed re- 
sponsibility following the death of 
her husband. She is known to be a 
office, the 
plant, and even out on the routes 


hard-worker—in the 


Since her husband’s death, she has 
erected a new plant and greatly ex 


panded the business 


How Does She Find Time? 


Miss Anna E. Dehring, head of 
Dehring Bottling Works, Alpena, 
Mich., has been 
plant successfully for the past 20 
Nehi 


managing that 


years She began bottling 
products about 13 years ago 

She is active in civic affairs, such 
as bond drives, Red Cross, and othe 
charitable functions. She is a mem 
ber of the local Chamber of Com 


merce 


Model Bottler—Model Citizen 

Mrs. Verla D. Nesbitt, sole owner 
of the Pepsi-Cola Bottling Company, 
Salina, Kans., has been acclaimed 
as running one of the most efficient 
40-spout operations in the country 

Mrs. Nesbitt, a native of Kansas, 
took over when her husband died in 
1945 and made such a success of 
the business that she has won wide 
public recognition as an energetic 
business woman and proprietress of 
a model plant. She is a leading citi 
zen in Salina and active in many 


aspects of community life 


Is She Sorry Now? 


One of the most colorful figures, 
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Queen City Bottling Co. of Plain- 
field, N. J. uses a MEYER DUMORE 
Bottle Cleaner and 160 8B.P.M. 
— DUMORE Syn-Cro-Mix Filling 
Unit. 


Flavor... The MEYER DUMORE 


Syn-Cro-Mix Filling Unit automatically delivers to 
the MEYER DUMORE Filler syrup and water at 
a constant predetermined proportion or ratio of mix, 
determined by the formula regularly used in prepar- 
ing finished product — same Beaume — the end 
result of the Brix always the same. 


Uniform LZuality + « «Separate water and syrup 


pump mounted on a bed plate — separate water and 
syrup meters — connected to a differential valve — 
controls the flow-rate at a constant predetermined 
proportion of mix. 


ready for filling on the MEYER DUMORE Filler 


into clean, sparkling bottles delivered by the MEYER 
DUMORE Bottle Cleaner. 


Write for 
descriptive bulletin 


MEYER 
DUMORE 


Counter pressure filler built 
for carbonated beverage 
industry. Crowner integral 
port of filler connected in 
one simple drive, timing of 
filling and crowner is the 
some. 


MEYER DUMORE 
Syncrometer 
Automatically delivers syr- 
up and woter ot a con- 
stent pre-determined pro- 
portion of mix, regardless 
of starting and stopping 
under carbonator demand. 
Meters extremely accurate, 
positive in operation. 


MEYER DUMORE 

Deaerator 
in the process of decera- 
tion the filtered woter is 
drawn into deaerator tank 
where it is exposed in o 
tremendous surface to the 
vecuum. Pumped to the 
syncrometer to cooler-car- 
bonator. Water level con- 
stant in Deaerator, float 
controlled. 


FILLING SYSTEM 


GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN, U.S.A. 








and one of the most interesting per- 
sonalities in the beverage industry, 
is Mrs. Norton Conway of the Gra- 
pette Bottling Co. of Trinidad, Colo. 
“Dottie” can relate her experiences 
better than any reporter 

“While in college I majored in 
art so I could sit on a silk pillow. 
Then I married a bottler. That was 
in 1942 


business, I found that if I wanted 


Being a time consuming 


to see my husband, and talk his lan- 


guage, I would have to ‘dabble’ in 
the soft drink business. 

“First, I tried the lady-like task 
of helping with the bookkeeping. 
Then I started ordering supplies; 
next it was something wrong with 
the Dixie. By carefully following 
the manual of instructions, I fixed 
it. That was where I made a mis- 
take. From then on it was mix for- 
mulas, feed the soaker, make signs, 


serve customers, and run routes. In 





r " New High Speed 
& Heavy-Duty 


Beverage Mixer 











No machine at any 
price can give you bet- 
ter mixing, yet the P & 
R is one of the most 
reasonably priced mix- 


ers on the market 











Write for 
Prices and 
Information 





POSITIVELY the Best Mixer Buy 
on the Market today 


TWH 


thoroughly Mixes up to 200 b. p. m. 


The fully automatic high speed, heavy duty P & R 
Mixer has capacity enough for largest plants. It's 


built to last and last and to give you perfect mix- 
ing. Handles bottles of 12 ounces or less. Simple 
adjustment changes from one size to another. 
Write now and get full information why it will 
pay you to install a P & R Mixer. 


Backed by 26 Years Experience in Serving Bottlers 


Box 1042 


, 


AYFIELD. INn 


ATLANTA, GA. 








Trinidad I am known as one of the 
‘lady truck drivers’. 

“T also own and operate the Gra- 
pette Bottling Company of Albu- 
querque, N. M. Usually, I spend a 
week in one plant, then a week in 
the other. I share the management 
of the Trinidad plant with my hus- 
band, but the Albuquerque plant is 
my baby. 

“After running one or two small 
plants, operating a large one would 
be a snap. You get to be a jack-of- 
all-trades. Recently we needed a 
long cotter pin to hold some parts 
together. Having none, I resorted 
to the handy bobby pin—and what 
lady doesn’t have a supply! 

“Being so close to the business 
often has its disadvantages. Many 
times I have weighed a new party 
dress against the necessities of a 
growing business, such as bottles, 
and I’m 
afraid the business usually wins. If 


cases, hand trucks, etc. 


I were the home-type of wife, maybe 
things would be different.” 

With such a wonderful sense of 
humor, and knack for colorful lan- 
guage, Dottie is being encouraged 
to write a book on her experiences, 
such as “The Bottle and I”, or “I 
Took To the Bottle’, or “I Drive 
Myself To Drink” 
equally confusing title. She’s ter- 


or some other 


rific! 

But perhaps no more so then the 
other ladies in the industry ... who 
are showing that the operation of 


a bottling plant, while a man-size 


Jjob, can be handled very capably by 


the so-called weaker sex. Truly, the 
ladies have firmly established them- 
selves in the soft drink world, and 
are adding real zest to the industry. 


Were You Overlooked 7 

Although the N.B.G. Editors 
went to great lengths to compile the 
names of “ladies in the industry” 
mentioned in the foregoing article, 
the listing is probably not all-in- 
clusive. To those ladies whose 
names were not included, we extend 
our humble apologies with this of- 
fer: send your name, affiliation and 
a brief resume of your work (with 
a clear photo, if available), and 
we'll publish it in a future issue. 
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ONLY YESTERDAY when slogans were written on slickers- 


‘Ze was in its infancy! 


ig 


i 


TODAY its a 


household word 


throughout America! 
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New Squirt Campaign Getting 
High Male Readership 


“Switch to Squirt Neve! an 
\fter-Thirst,” the bold compelling 
theme of the new advertising cam- 
paign for Squirt, is proving to be 
an attention winning message 


among male newspaper readers 
According to a recent study con- 
ducted by the Advertising Research 


Foundation, newspaper ads featur- 


the new theme are receiving 
top readership by men. The news- 
paper ads are similar to the Squirt 
advertisement which has appeared 
in Life, Look, and other national 


publications 


Philippine Beverage Concern 
Reports Good Business 
stockholders in the 
Manila, 


P.I., recently received a report from 


California 


San Miguel Brewery, Inc., 


Colonel Andres Soriano, president, 
covering operations for the first 
six months of the year. Sales for 
the period amounted to $25,153,- 


CKEN SHACK 
FRIED CHICKEN 


4 ao we uae a. SW ANTONIO 


AILY 
0 A.M. TO 10 D.M 


ROUTEWOMAN DOES HER JOB WELL 


Mrs. Gladys Sinclair is doing a bang-up job as driver-saleswoman for 
the B-1 Bottling Co. of San Antonio, Tex. The day before this photo was 
taken she signed up ten new accounts. And her boss, sales manager 
J. W. Terrell, says she has almost doubled the B-1 volume on her route. 
Well! 





669.50, setting a new high record. exported to the United States. The 
Products of the San 


Brewery 


Miguel heavy demand set in last fall and 


include beer, Coca-Cola, continued to increase during the 


ginger ale, and about sixteen other period ending June 30, the formal 


beverages, some of which are report noted. 
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DURABLY BUILT 
FOR GRUELLING SERVICE 


<9 


ROLL-EASY DOLLY, Heavy a 
ad capa 2100) pe 5, cadmiur 


a 


‘ill 


SNAP-TITE re 


Write for illustrated bulletins 


THE HAYNES MANUFACTURING CO. 
Cleveland 15, Ohio 


709 Woodland Avenue - 


AVERS.-- 
SAVERS 


HAYNES tor 





MM Speci 


Anemican 


NTERLOCKING ppe-asseMBle? 





PARTITION 


© Speed up case loading. 


® Reduce breakage. Minimum bottle 
movement 


® Low cost per trip. Re-usable 
® Save labor costs. 
© Save shipping weight over wooden 


© Save overall case size. 


® Help point-of-sale display. Cleaner, precision 
die-cut, water repellent. 





TrLe/LLcam 
PARTITION CORPORATION 


3043 N. 30TH ST. UPTOWN 3-5100 MILWAUKEE 10, WIS. 
Eastern Plant and Sales Office: Bound Brook, New Jersey 
Bound Brook 9.3100 
Western Representative: Seaman Heymes Co. — Exbrook 2-3244 
Merchants Exchange Building, San Francisco 4, Calif 
Midwest Sales Representative 
767-73 Milwaukee Ave.. Chicago 22, Ill. — Monroe 6-1962 
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HOW DURAGLAS 


CAN BENEFIT YOU 


Duraglas beverage bottles with Applied 
Color Lettering give you an unbeatable com- 
bination for economy, good looks and sales- 
boosting customer satisfaction. 

As the originators and pioneers of the 
fused-color label process, our expert design- 
ers offer a unique background of know-how 
for the development of the most distinctive 
and practical label for your beverage. 

How Duraglas Applied Color Lettering 
works for you: 
. Preserves sales appeal of your pack- 
age even in water-type coolers. 
. Reduces soaker and washer costs. 


. Increases volume handled by pro- 
duction units. 


. Eliminates labeling machine and 
operator. 


5. Saves cost of labels and glue. 
. Increases working space in bottling 
room. 


. Eliminates contamination of cooler 
boxes. 


Las Beverage Bottles Look Ie ngel 


wh Par, OFF 


OWENS-ILLINOIS GLASS COMPANY e@ TOLEDO !, OHIO © BRANCHES IN PRINCIPAL CITIES 
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Drop in Bottlers’ Case Buying 
Reported on Pacifie Coast 
Purchases of beverage cases this 
year by bottlers on the Pacific Coast 
were reported below normal at the 
recent annual summer meeting of 
the Pacific division of the National 
Wooden Box About 
100 firms were represented at the 


Association. 
session, held in San Francisco. 
The decline in case buying was 
attributed to a drop in soft drink 
unfavorable 


volume caused _ by 


weather conditions, and to the un- 
profitable operations of many bot- 
tlers 
C.F. 
and a vice-president of the Ameri- 
can Box Corp., presided. Speakers 
included Henry Pein, of Portland, 
Ore., national president, and Dud- 
iey A. Cameron, of the California 
State 


Gray, division president, 


Employment Department. 
New designs in wooden containers 
along with 
improved methods of manufacture. 


also were discussed, 


For Bottles that Sparkle 


...without Specks, Spots, Dulling Film 


Solvay ANCHOR ALKALI is carefully prepared to 
wash bottles thoroughly 


to leave them sparkling 


clean and sterile. And—because it has special rinsing 


Sidewalk Sampling Coupled 
With Radio Show 

Sidewalk sampling, conducted as 
part of a radio program sponsored 
by the Nesbitt Bottling Co., of 
Niagara Falls, N. Y., “has sold our 
public on drinking Nesbitt’s”, re- 
ports company president Charles B 
Marra. The radio show, entitled 
the “Nesbitt Curbstone Reporter,” 
has been on the air since last June. 

The show originates in front of 
an A & P market located on the 
main street. The location is ideal, 
as practically everyone in town, in- 
cluding a large number of tourists, 
passes this point during the day 
Monday, 


afternoon, 


Every Wednesday and 


Friday telephone lines 
are laid and a microphone is placed 
at this location. A clever inter- 
viewer takes over and interviews 
four people. The participants are 
given a 6-bottle carry-home carton 
of Nesbitt’s. All through the pro- 
gram, Nesbitt’s is being sampled, 
and naturally all those interviewed 
give Nesbitt’s a personal “plug”. 
In fact, all commercials used are 


properties—ANCHOR ALKALI never leaves spots, 


testimonials given by the towns- 
specks, or dulling film. It’s economical to use too; 





people. This is a most convincing 


consumption per unit number of bottles washed is : 7 
extremely low. Specify Solvay ANCHOR ALKALI. type of commercial, and is usually 
spontaneous as a result of having 
just tasted Nesbitt’s, 


served cold to all passersby. 


which is 


At the time of the interviews, 
the program is taped and is broad- 
cast over station WJJL at night as 
a recorded feature. The program 
has created good public relations 
for the company, and is helping it 
build volume, too. 


oOlV4, 


ANCHOR 
ALKALI 





A SOLVAY Special CLEANSER 





SOLVAY SALES DIVISION 
Allied Chemical & Dye Corporation 
40 Rector Street, New York 6, N.Y 

BRANCH SALES OFFICES 
Boswa * Charlorte + Ch 
Monston * New O 


Sidewalk sampling: it’s paying off. 


a . 
© New York ¢ F 
I *s 
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Gi er pn a es 


RED DIAMOND 





EXTRACT WITH EMIET/ 
é 


NEW! BRISK! EXHILARATING!? 


A brisk new flavor with a true ginger tang — 
checked and tested in our laboratories for 
over a year. Enthusiastic bottlers who have 
tried it lead us to predict it will be a 
sure-fire seller... to ginger up lagging 
fall and winter sales. 





Start today to build new fall and winter 
sales volume. Just fill out the coupon 
below and get a generous sample 
of extract or ready-mixed syrup. 
Mail it today. 


somone MAIL THIS COUPON TODAY fe o a= = 


THE LIQUID CARBONIC CORPORATION 
3100 South Kedzie Avenue, Chicago 23, Illinois 
(CHECK WHICH) 
CT Rush, generous trial order of new Red Diamond 
“Ginger Ale” Extract. 
Rush, generous sampling test of correctly blended 
syrup, ready for bottling. 


A all 
RED DIAMOND INCLUDE: Almond, 


Banana, Birch Beer, 
Cherry, Chocolate, 


Cream Soda, Grape, 
Grapefruit, Lemon, 
Lime, Lime-Lemon, 
Root Beer, Straw- 


berry, Vanilla. 


a a en eee Position 





Company 


Address 





ne ee 


THE LIQUID CARBONIC CORPORATION 
3100 South Kedzie Avenue, Chicago 23, Illinois 


at Mee FES GEE ES GMD UR tee. Cee Ge eS cet let EET 


Le mr Sa SSE A Sm 
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| ROUTEMAN’S P! PRIMER--No. 4 


Wake the Sale 


q, a list were compiled of the 
seven deadly sins of salesmanship, 
ve feel certain that boredom would 
be included. When calling on people 
it is so easy to drift into irrelevant 
discussions, or to indulge in per- 
The customer 
but the chances 


re he is stifling mental yawns. And 


sonal reminiscences. 
may listen politely, 


the chances are he will find some 
excuse to avoid a repetition of a 
tiresome interview. 

Sometimes the prospect or cus 
tomer is at fault. There are people 
with more time than business on 
their hands who welcome the sales- 
man as an audience of one. The 
salesman’s time is his greatest as- 
set. His 


productive, if his earnings are to 


working hours must be 
be maintained. He must avoid wast- 
ing the time of people on whom he 
calls, and allowing them to waste 
his time, if he is to maintain a good 
batting average. 

It is hard to draw a definite line 
on matters such as this. Good judg- 
ment is involved. The experienced 


public speaker always 
is holding the 


interest of his audience. The 


senses 
whether or not he 
sales- 
man must develop the same sense. 
There are always symptoms. A per- 
son who is bored usually has little 
more to say. 
behind the 


merchandise on the shelves, looking 


He may start fidgeting 
counter, playing with 
out of the window, or he may start 
watch. When the 


salesman sees these clues to bore- 


looking at his 
dom, he can be pretty sure he has 
over-stayed his welcome 

If a 
properly, he will have no time to 
There 
when re- 


salesman plans his work 
waste during business hours. 
are occasions, of course, 
laxation is in order—at luncheons, 
on the golf course, at conventions 
gatherings—but seldom 


who 


and other 


in places of business. Men 


86 


the interview—how to 


waste time usually don’t buy, and 
salesmen who waste time usually 
don’t sell. 

A good axiom in selling is: “If 
you can’t sell your product, at least 
sell yourself.” In other words, make 
a friend, leave the door open for a 
call back. Few sales of any conse- 
quence are made on the first con- 
tact. This is particularly true of 
jobbers and dealers who like to get 
acquainted with the men they are 
dealing with as well as the products 
they are selling. You can’t make a 
friend by boring him to death. 

A great deal of attention is given 
in sales education to the opening of 
introduce 
yourself and your product to the 
best advantage. Too little attention 


Thea Leave! 


is given to the technique of closing 
We once heard said 
“that fellow 
certainly knows how to get in and 
We happened to 


the interview. 
of an advertising man 
out of an office.” 
know this man personally, and re- 
call that he always terminated an 
interview on a note of interest 

always rose at the psychological 
time and took his leave, courteously 


and without delay. Consequently, 
he was never suspected of having 
time to waste. 

Timing is all important in every 
phase of selling, and it is particu- 
larly important to know exactly 
when to pick up your hat and order 
book and say, “thank you for your 


time—yoodbye.” 


Radio Program Booms 
This Bottler’s Sales 


7 HE effectiveness of advertising 
to produce sales has been demon- 


strated on many occasions. In the 


instance under review here, in- 
radio advertising alone and 
unaided by any other form of ad- 
vertising, it 
sales curve dead and changed it into 
In fact, the in- 


crease for the product was higher 


volving 


stopped a declining 


an ascending curve. 


than was registered while the in- 


dustry level for the same period 
was declining. 

Bottling Co., Shreveport, 
La., began bottling the Panola line, 
brand, in May, 1947. It 


was a new brand, and for over two 


7-Up 
a private 
years was not advertised. During 
the first six months of 1950, sales 
records showed a 40% decrease over 
the same period in 1949. Seeking 
budget means of 

Bottler L. J. 
Franklin, purchased a thrice-weekly 


an effective low 


bolstering sales, 


local 
A simple 
program, em-ceed 


quarter-hour program over 
KWKH. 


Radio Station 
“platter 
by a disc jockey with a good local 


musical 
reputation, the program immedi- 
ately checked the 
turned it February 
1951, higher than 
the same month in 1950. 


sales slump and 
upwards. By 
sales were 14% 


The sales boost was accompanied 
by a great increase in the number 
Panola’”’—the 


secured entry in schools, 


of outlets handling 
product 
public places, food 
other 


which previously did not handle it. 


grocery and 
stores, and establishments 

There is, of course, the necessity 
of producing a quality product, but 
no matter how good it is, it won't 
sell without advertising. The more 
advertising you use, and the more 
forms of advertising employed, the 


greater sales will be. 
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CELEBRATED (0% J0ffuc00/ 


Soft as fleecy summer clouds... sparkling 
asa pretty majorette ... that's DELAWARE 
PUNCH! America's SOFT soft drink fran- 
chise is easy to live with and offers plus 
profit potentials with Household Syrup. 
Write for franchise availabilities today. 


Delicious 


DeLan WARE 





© 1950 by Delaware Punch Co. of America 


INVESTIGATE TODAY—FOR A HAPPY FRANCHISE TO LIVE WITH 


WRITE TO: woke a BALLEW w nd ASSOC LATTES Uc. 


A MARKETING a SEVEN ELEVEN GULF STATES BUILDING 
DALLAS, TEXAS 


October, 195] 














at less cost 


from the same bottling line 


More — Because it’s gentle — The Ermold 
Automatic Unpacker handles bottles gently, thus 
minimizes hidden damage to glass . . . cuts rejects 
or broken bottles at the end of theline . . . reduces 
stoppages. As a result, the highly efficient Un- 
packer makes possible more finished packages. 


Less cost because it is easy to operate and 
maintain. Ermold Automatic Unpacker starts and 
stops automatically to keep the washer loader filled 


... resulting in more continuous production. 


Safe — Fully automatic safety devices not only 
protect employees, but also prevent damage to 
bottles, cases and the machine itself. 


Fast and flexible — The Ermold Unpacker 
automatically loads washers up to 12 cases per 
minute. Accepts all split to quart standard bever- 
age and beer bottles in full or half depth wooden Find Out how you can boost production from 


and two or four flap fibre or corrugated cases... your present bottling lines and reduce bottle 

ey breakage with the Ermold Automatic Un- 
with or without inner cartons. The efficient Un- packer. Ask your Ermold representative for 
a detailed analysis of your operation. Write 


packer can be installed in any position at the wash- or call today. 


er... or away from it, if space is limited. 


BARRY-WEHMILLER MACHINERY COMPANY: Edward Ermold Division 


652 HUDSON STREET, NEW YORK 14, N. Y. 
s 7] Fe Se, ®) 7 fr, WD, 
UNPACKERS ..... 
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James Henry, partner in the 
Nesbitt Bottling Company, Minne- 
apolis, Minnesota, is vice president 
of the Sister Elizabeth Kenny 
foundation. . Veazey Rainwater, 
Jr., formerly connected with sev- 
eral Coca-Cola operations in the 
South, has joined the Kamin Ad- 
vertising Agency as an account 
executive. . . . The Hon. Timothy 
P. Sheehan (R., Ill 
the only bottler among members of 


is reportedly 


the 82nd Congress. He is president 
of Silver Brook Beverage Company, 
which holds the Clicquot Club 
franchise in Chicago 

Paul M. Mayer, 


manager of the Pepsi-Cola Bottling 


general sales 


Co., Washington, D. C. has been 
appointed Chairman of the Speak- 
ers Bureau of the local Sales Execu- 
tives Club J. B. O'Hara, chair- 
man of the board of directors of the 
parent Dr. Pepper Company, has 
been named to the regional advi- 
sory committee of the National 
Association of Manufacturers. 
James L. Johnson, comptroller of 
the Crawford Johnson & Company, 
Inc., Birmingham, Alabama, has 
been elected secretary-treasurer of 
the Birmingham Control of the 
. The golf- 


er’s most cherished desire the 


Controllers Institute 


hole-in-one came last month to 
Alvin 4]) E 
bottler of 


Backes, Seven-Up 
3uffalo, Niagara Falls, 
and Jamestown, N. Y. He got it on 
Sept. 9 at Saranac Lake, N. Y 
where he and other officers and 
board members of the N. Y. State 
Bottlers of Carbonated Beverages 
gathered for a convention-planning 


meeting 


Benjamin Rogatz 
Rogatz, 69, founder 


Benjamin 
and president of the Manhattan 
Bottling Works, Inc., Milwaukee, 
Wisc., died Sept. 15 

Mr. Rogatz founded the bottling 
company about 35 years ago. It 
became a big business when he ob- 
tained the Pepsi-Cola franchise for 
the Milwaukee area. He was an 
active member of the Midwest 
Pepsi-Cola Bottlers’ Association 








ark NVistincion . 


% Borg-Warner Trophy, a 5'7” silver cup 


v 






, oa bottlers the country.over 


are satisfied they have the best orange 
drink. Their Nesbitt’s sales are 
responsible -for their enthusiasm 

If Nesbitt’s is not sold in your 
territory we suggest you contact 
several of the neighboring Nesbitt 
bottlers. Find out for yourself 

why they are sold on Nesbitt’s. 

The names and addresses of Nesbitt 
bottlers in your vicinity will be 
supplied on request: They will, we are 
sure, be glad to tell you that the 
Nesbitt label is the “Mark of 


Distinction” in the Orange Drink field 


NESBITT FRUIT PRODUCTS, Inc. 


2946 East llth Street, 
Los Angeles 23, Calif. 


Franchise inquiries for Mexico, Central and 

South America address 

Nesbitt's de Mexico, Edif Lo Reinera, Desp 216 
Monterrey, N L.. Mexico 

Canadian franchise inquiries 

Nesbitt'’s Orange of Canoda, ltd , 52 Queen Street 
West, Ottowoe, Ontario, Canada 


wR Wane on 


alued at ten thousand dollars 
honors the winner of the 


Indianapolis Speedway Races 





Orange Drinks 


is like “Sterling” stamped on Stlver 


‘This"A Mark of Distinction” Campaign will 


be seen in National magazines during 1951 





How To Make Your 


Wosr of us know the trick of 
remembering names of 
meet. The 
comparatively simple. 
himself to 


people 
whom we formula is 
Anyone can 
school remember the 
names of people if he gets the name 
right at the time of introduction 


if he fixes it in his mind by repeat- 


“Stick” 


ing it in conversation—and if he 
with 
scene or object. 


associates it some familiar 

The same technique applies to 
designing advertisements and lit- 
erature in such a way that the name 
of your beverage will be remem- 
bered by the reader. A good brand 


OPEN NEW MARKETS 
WITH REAL FRUIT FLAVORS 


THAT SELL! 


* They're made from luscious fresh fruits 


© The flavor is finer . . . fruitier 


* The appeal is tremendous 


* Crowns and advertising strips available 





f 


BLACK CHERRY 


Made from fresh fruit 


Uigty 


4 oz. 





Uzi, 


4 oz. 


ity 
BLACK RASPBERRY 


Made from fresh berries 





and natural juices. 





Nifty 
PINEAPPLE 


A 1-16 concentrate made with 


imitation flavor 








Bottle under name of Nifty or under your own name. 
SEE US AT BOOTH 561, ABCB, WASHINGTON, D. C. 


45 Suffolk Street 


SALIENT FLAVORING CORP, ten Yona xy 





name is a great asset, because it 
has automatic memory appeal, but 
we are discussing here the remem- 
bering of product names. We will 
take up the selection of names in 
another article. 


People remember a simple name 
more easily than a complex one. 
If your name is long or hard to 
pronounce try to find some way to 
simplify it. Hyphenate its sylla- 
bles, emphasize the accented syl- 
lable, or put it under simplified 
phonetic spelling. As an example, 
the name BIRELEY proved hard 
for many people to remember and 
pronounce until the company hy- 
BIRE-LEY. 
remember a 


phenated it as follows 


Many who actually 
name won't mention it to a clerk in 
a store if they are afraid of mis- 
pronouncing it, and if they can’t or 
won’t pronounce it the cash register 


doesn’t ring. 


Repetition is important in re- 
membering the names of products 
as well as individuals. This is why 
repetition is the basic strategy of 
all advertising. People forget very 
quickly, particularly when they are 
not directly or immediately inter- 
ested in buying a beverage. Experi- 
enced copy writers know that it is 
advisable to mention the brand 
name not only in the caption or 
logotype of the advertisement but 
We are 


all aware of this technique in radio 


several times in the text. 


commercials where the practice is 
often carried to tiresome extremes. 

The most important of all mem- 
This can 
mean many things, but briefly it 


ory helps is association. 


means giving a name a meaning 
situa- 
think of 
highly 
familiarized through the power of 


by relating it to ideas or 


tions. If we stop and 


names which have been 
advertising, we recognize that each 
of them is indelibly associated with 
ideas or situations as expressed in 
stylized trade marks, slogans, illus- 


trations, or trade characters. For 
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SMASH NEWS! 


The One and Only 


HERRY SMA 


Now Offers Bottlers 
Exclusive Franchises 











Packed With 
Extra Profits! 





@ Wherever CHERRY SMASH has been introduced in bottles, 
it has met with ready acceptance and has shown steady increases 
in sales volume. 


@ CHERRY SMASH has the reputation! People have asked for it 
by name at soda fountains for over forty years. 


@ CHERRY SMASH has the quality... the uniform true fruit ingre- 
dients with the tempting taste that makes ’em come back for more! 


@® CHERRY SMASH has the low ingredient cost so necessary to 
guarantee profits today. 


@ CHERRY SMASH has the merchandising and promotion plan to 


, For more information 
build real volume for you. 


see me at the 


NATIONAL BEVERAGE EXPOSITION 


For information about profitable exclusive-territory franchises, Space 611 
write to 


CHERRY SMASH COMPANY, INC. "Sti8N°"© 1401 Lee Highway, Arlington, Va. cHesittt"s670 
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SAVE! ON ROUTE SHEETS 
. . . . AND BINDERS! 


® Your Choice 

© Of a Combination 
© Of Six Styles 

© Small Quantities 
© VOLUME 

© PRICES 





111 —Standard Form for Dealers 

112 —Standard Form for Prospects 
125 —Coke Route Sheet for Dealers 
125a—Coke Route Sheet for Prospects 


126 —Your Beverages Printed in Head- 
ings—for Dealers 


126a—Your Beverages Printed in Head- 
ings for Prospects 











ROUTE SHEET TIME IS HERE 


This year, more than ever, we are determined to put ROUTE SHEETS 
on EVERY ROUTE of America's BEVERAGE INDUSTRY. To do this, 
we make sure that our PRICES CANNOT BE BEATEN; that we have a 
ROUTE SHEET TO FIT YOUR INDIVIDUAL NEED; our QUALITY 
UNEXCELLED and our SERVICE UNEQUALLED. NOWHERE else in 
AMERICA can you get this high quality ROUTE SHEET in SMALL 
QUANTITIES at HUGE VOLUME PRICES! 


ROUTE SHEETS ARE EXPERTLY PRINTED on tough, durable 28 |b. 
basis CARLETON white ledger paper. They provide for a six month's 


record on one side and six month's record on the other side. They are 
punched to fit a standard three ring binder. Overall size is 6" x 9!/2". 


BINDERS ARE HEAVY DUTY black imitation leather—hard non-flexible 
backs for long ROUGH HANDLING. They are |"' (150 to 200 sheet) 
capacity with chrome finish metal rings and have thumb snap-open, 
snap-shut attachment. 


instance, the dignified picture of 
the Quaker is invariably associated 
with Quaker Oats, the magic num- 
ber “57” identifies Heinz products, 
the smiling negro chef is associated 
with Cream of Wheat, and in the 
beverage field the Eskimo boy is 
inseparable with Clicquot Club, the 
winged seraph with White Rock, 
and the Spanish belfry with Mis- 
sion. 

Typography and color are also 
important in popularizing a brand 
name. The white script lettering of 
Coca-Cola on a background of red 
is an example of typography and 
color in the association of a name. 
Other famous beverage names, such 
as Nesbitt’s, Squirt, Delaware 
Punch, Hires, Dr. Pepper, Pepsi- 
Cola, etc., all have their distinctive 
type, styles and color schemes. 

There are many devices which 
are used to make advertising inter- 
esting and convincing. Snappy 
captions, distinctive lay-out, eye- 
catching pictorial and art treat- 
ment, dynamic copy, powerful slo- 
gans, and individualized logotypes 
are a few of them. All of these fail 
in their ultimate purpose, however, 
unless they carry out the basic re- 
quirements of making it easy for 
people to remember the name of 


your beverage. 











WE PAY FREIGHT WHEN REMITTANCE ACCOMPANIES 
ORDER FOR 5,000 OR MORE! 





PRICES PER THOUSAND 


1,000 : 5,000 10.000 
Fo-m 111 $7.25 ; $6.65 $6.25 
Form 112 7.25 A 6.65 6.25 
Form 125 7.50 i 6.80 6.45 
Form 1254 ae 8.00 7.25 
Form 126 7.50 ; 6.80 6.45 
Form 1263 cane 8.00 7.25 


BINDEXKS ARE $1.65 EACH 


DON'T DELAY — ORDER TODAY!!! 
HAVE YOUR SUPPLY WHEN YOU NEED IT 


Vhh fiona [ 


BUSINESS FORMS CO. 


NOT INC. 
53 W. JACKSON BLVD., CHICAGO 4, ILL. 


‘ 
BivS * 


HE LIKES IT, TOO 


When the woeat'ior's hot. thore’s noth- 
ing that gives more pleasure to 
Teddy. a carnival bear, than a bottle 
of soft drink. Judging from her en- 
vious eyes, Cheeta, a baby baboon. 
als> wants to get into the act. Could 
be that the animal kingdom is a 
“new mark>t.” 
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CALIFORNIA 

Coca-Cola Bottling Co., Redding, 
plans to erect an office and bottling 
plant addition at an estimated cost 
of $65,000. Recent additions to this 
plant’s equipment include a Miller 
Hydro case packer. . . . Pepsi-Cola 
Bottling Co., Stockton, has installed 
a Potter & Rayfield soaker loader 
and unscrambler. . . . White Rock 
Bottling Co., Los Angeles, has 
added Black Cherry to its line... . 
Seven-Up Bottling Co., San Fran- 
cisco, recently installed an Evans 
automatic water heater. . . . Dad’s 
Tru-Ade Co., which took over the 
plant of the White Rock Bottling 
Co. of San Francisco several months 
ago, has gone out of business. The 
Dad’s Root Beer franchise for San 


Francisco has been acquired by the 
local Dr. Pepper Bottling Co. 
William 
over the Mission Orange bottling 
plant at Long Beach and has com- 


Glusae recently took 


pletely remodeled it. Albert 
Bach, of the Kist Bottling Co., Val- 
lejo, has transferred the wholesale 
beverage business to Mark Bach. 

. Roy L. Riales, who operated as 
the Hires Bottling Co. and the 
Grapette Bottling Co., Tulare, has 
sold the business to Leonard Knut- 
son.... Ed. E. Whittington, owner 
of the Pepsi-Cola Bottling Co., 
Merced, has purchased the Pepsi- 
Cola Bottling Co. of Modesto from 
Claire K. Richter, executrix of the 
estate of the late Jacob Richter. 
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New stainless steel tanks and syrup 
purifying equipment have been in- 
stalled. 
ILLINOIS 

Jacob Heid of New Athens, II- 
linois, has recently been granted a 
bottle B-1 
Lime. His organization will serve 
Belleville, the Scott Air Force Base, 
and the Clinton County area. The 


franchise to Lemon- 


New Athens plant was established 
over a quarter of acentury ago, but 
B-1 is reportedly the first nation- 
ally-known franchise that will be 
bottled by Mr. Heid. 


SIGNING WITH A SMILE 


Smiles are in evidence as Frederick Reitler, pr 


BOTTLER 
BRIEFS 


IOWA 

Seven-Up Bottling Company of 
Fort Dodge can boast of having one 
of the most complete lines of mod- 
ern bottling equipment, following 
recent installation of new facilities. 
The development is a Maher opera- 
tion. The new line includes a 24 
wide, 5 tank Meyer Bottle Cleaner 
and Sterilizer, 50 Spout Filler, RCA 
Electric Eyes, RCA Uncaser and 
Washer Loader, Standard-Knapp 
Packer, Mojonnier Carbo- 
Cooler, and Zeolite Water Softener. 
One of the features of the plant is 


Case 


iA + of Mi 





Orange 


Bottling Co. of Los Angeles, signs a Mason's Root Beer franchise in pres- 
ence of executives of both companies. Seated at left is Mrs. Margaret 
Forstrom of Mission. Standing left to right: Maurice Ziegler. secretary, and 
Ralph DeMaria. sales manager. both of Mission; Lester Jones, western 
sales manager, and Fred Drucker, national advertising manager, of 


Mason's. 











LIBERTY BOTTLES PROVIDE 
















YOU NEED 


IN A GLASS CONTAINER 


A product is no better than its container. That's 





why Liberty uses every’ modern device, method 
and precaution to produce superior bottles. 
Liberty’s famous FLAME-POLISH Process insures 
the best possible results from engineering 
“know-how,” scientific design and skilled work- 
manship. The results insure original appear- 
ance, increased toughness and trippage. 
Liberty’s Control Laboratory tests the many 
accuracies of Liberty bottles which fit the ex- 
acting requirements of customer satisfaction 
and plant and dealer profit. 





- ar Mae eee S, LASS CONT 
; ee “Cary, Ptunnalke . ANepe 
ONLY THE GLASS CONTAINER PERMITS NG IN 


PRODUCT INSPECTION AFTER SEALING SINCE 1918 


SAPULPA, OKLAHOMA 


NEW HOME FOR VERNOR’S OF DENVER 


Substantial volume growth made necessary a move by Vernor’s Ginger 
Ale Bottling Co. of Denver to a new, larger plant shown above. Com- 
pany. which also produces Barq’s, is headed by Wayne Jones. Sales man- 
ager is Jim Washburn. 





< ste Sa te 

) en “Clicquot | | 

Clicquot ci, | 
Club | } 


ACHIEVE DISTRIBUTION FEAT 
Assisted by a capable route force, R. N. Poindexter, extreme left. owner 
of the Clicquot Club Bottling Co. of Lincoln, Nebraska, has built 98% 
distribution for the product in his territory. Photo above shows the firm's 
truck fleet ready to roll out. 





WASHER INSTALLATION 


This Niagara bottle washer for half-gallon jugs wus recently installed in 
the plant of Citrus Fruit Juice, Inc., East Lynn, Mass. Installation of the 
new washer was necessitated by increased demand for Citrus Fruit Juice 
products. 
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the low manpower required to op- 
erate the line. There is only one 
man at the front end of the line. 
In addition, three men—the washer 
loader, case inspector and pallet 
loader—comprise the actual com- 
plement required for 600 cases per 
hour. 


KENTUCKY 


Mr. and Mrs. W. E. Woodside 
have purchased the Grapette Bot- 
tling Company, Henderson, from 
John W. Lloyd. ... The Dr. Pepper 
Bottling Company, Lexington, has 
been purchased by Merrell H. 
(Mac) McMinn. Mr. McMinn, 
owner and operator of the Dr. Pep- 
per Bottling Company at Ashland, 
bought the Lexington operation 
from R. S. Braswell and R. T. 
Roark. Mr. McMinn is one of five 
brothers who own and operate nine 
Dr. Pepper bottling plants. 


LOUISIANA 


Grapette Bottling Company, Mon- 
roe, has secured a Double-Cola 
franchise. Owner H. L. Abbott is 
planning an extensive advertising 
and promotional campaign. 
Newly-appointed manager of the 
Dr. Pepper Bottling Company, 
Shreveport, is Joe C. Chambers. 
Previously, Mr. Chambers served 
as manager of the Royal Crown 
Bottling Co. of El Dorado, Arkan- 


Sas. 


MASSACHUSETTS 


Coca-Cola Bottling Co., Saga- 
more, has installed a Miller Hydro 
Case and Carton Packer. 


MICHIGAN 


Mel Howarth, director of sales 
and management for the Michigan 
branches of Vernor’s Ginger Ale, 
has announced the recent appoint- 
ment of two new supervisors—Jo- 
seph Smith in Flint, and Richard 
Steel at Pontiac. 


MINNESOTA 


William Hermann has been named 
manager of the Coca-Cola Bottling 
Co., Fairmont. He succeeds Ray 
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Johnson, who recently became man- 
ager of the Coca-Cola operation in 
Mankato 

Seven-Up Bottling Co., St. Paul, 
has added a Miller Hydro Automatic 
Case and Carton Packer to its 
equipment line. 


MISSISSIPPI 

Seven-Up Bottling Company, of 
Gulfport, recently added a CEM 
20-spout to its line of bottling 
equipment. Announcement was 
made by Sam Alman, Jr., co-owner. 


ee-and solved 
MISSOURI 


the breakage J. M. Johnston, president of the 
problem! 


B-1 Bottling Company of Spring- 
field, has been issued an exclusive 
B-1 Lemon-Lime franchise. Mr. 
Johnston’s plant covers nine coun- 
ties in southwestern Missouri. 
Plans for an extensive introductory 
campaign are already underway. 

Installation of Miller Hydro 
Automatic Case and Carton Packers 
have been completed by the Seven- 
Up operations in Cape Girardeau 
and Moberly. Both plants are owned 
by Edward L. Taylor. 


The new Towmotor Hydraulic Bottle Case Clamp, product of Towmotor 
Special Engineering, adds extra speed and safety in handling palletized 
case loads of bottled goods. 
The clamping arm, actuated by a 2-way hydraulic cylinder, firmly 
clamps cases into a compact load. You can reduce breakage losses . . . 
you can save man-hour costs. In one operation alone, loading trucks, 
Towmotor reduced handling time from 3 hours to 5 MINUTES, loading 
50 cases at a time! 
And in warehousing, cases of bottled goods and raw materials are stacked 
right up to the ceiling . . . with absolute SAFETY the Towmotor way. 
For complete details of cost-cutting Towmotor efficiency in a large 
bottling plant, write for Certified Job Study No. 73. Towmotor Corpora- j 
tion, Div. 63, 1226 E. 152nd Street, Cleveland 10, Ohio. was @ 
NEW DOUBLE-COLA BOTTLERS 
Wes Owners of two recently-franchised 
HANDLING * Double-Cola bottling operations are 
TOWMOTOR EXPOSITION shown in the photos above. In upper 
THE ONE-MAN-GANG “Tnentwearae photo are Fred Metz and William 
Helfers, of the Willisville (Illinois) 
Double-Cola Bottling Co. Lower 


FORK LIFT TRUCKS and TRACTORS photo shows Walter and Bill Moosa, 


co-owners of Moosa Double-Cola 
Bottling Co., Houma, La. 


RECEIVING + PROCESSING + STORAGE «+ DISTRIBUTION 
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GIANT DISTRIBUTION WAREHOUSE 


Twenty-four White Rock route delivery trucks (top) line up in front of the 
new giant Bronx, New York, redistribution warehouse ready to rush 
White Rock to New York's thirsty millions. Interior view (below) of the 
50,000 square-foot structure shows stock being replenished by one of 
several huge open-rack trailer feeder trucks. 





NEW JERSEY 

Wm. Rosen, owner of the South 
Bottling South 
River, has started bottling Whistle 
in the 7 oz 


River Company, 


standard bottle 


NEW MEXICO 

Dr. Pepper Bottling Co. of Santa 
Fe, formerly owned and operated 
by Henry Krick & Company, has 
been purchased by Jay Rountree of 
Dallas. 


NORTH CAROLINA 

Production and distribution op- 
erations were recently started in 
the new plant of the Seven-Up Bot- 
tling Co., Inc., of Durham. Lloyd 
W. Brown is president and general 
manager of the development. 


OREGON 


Seven-Up Bottling 


recently 


Company of 


Albany moved to new 
quarters in Salem, it has been an- 
nounced. Equipment in the new 
layout includes a 12-spout Liquid 
washer. Hugo E. Rabe is owner and 
general manager of this Seven-Up 
development. . . . Coca-Cola Bottling 
Medford, and the 
Bottling Co., Salem, have each in- 
stalled a Western 


system. 


Co., Coca-Cola 


water: treating 
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PENNSYLVANIA 

Joseph R. Cooke has been elected 
president of the Coca-Cola Bottling 
Co. of with 
... George 


Pennsylvania, head- 
quarters in Pittsburgh. 
R. McComb, 


manager of the Coca-Cola Bottling 


formerly assistant 
Company of Pennsylvania, has be- 
come sales manager of Nehi—Royal 
Bottling Pitts- 

. Smeltzer Bottling Co. 


Crown Company, 
burgh. 
has been established in Jeanette by 


James Smeltzer 


TENNESSEE 


L. L. Rice, owner of the Grapette 
Bottling Co., Johnson City, is ex- 
panding his plant facilities. A new 
addition has been made to the build- 
ing and a second floor is to be 
added. 


also are contemplated. 


Machinery improvements 


TEXAS 


The new Seven-Up Bottling Com- 
pany plant at Sinton recently 
started operations. O. W. Bonorden 
is the owner of the development. 
.. . Pepsi-Cola Bottling Co., Wich- 
ita Falls, is being liquidated by 
Mr. and Mrs. Roy A. Hackworth 
their ill-health. Mr. 
Hackworth has reported, however, 
that he will continue to operate his 


because of 


Unsurpassed 
QUALITY 


for Over 100 Years 





The Franchise offers 
Bottlers many important 
advantages 


Dr. Swett’s Root Beer Co. 
1931 W. 63rd St. 
Chicago 36, Illinois 





NEHI CORPORATION - COLUMBUS GEORGIA 
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two other plants—Pepsi-Cola Sev- 
en-Up Bottling Co., of Clovis, New 
Mexico, and the Seven-Up Bottling 
Co., Denton, Texas. 


VIRGINIA 


Franchises for both B-1 Lemon- 
Lime and B-1 Sparkling Water re- 
cently were granted to C. M. Ellis 
and Russell Keeler, who will oper- 
ate as the B-1 Bottling Co., of Bed- 
ford. The plant also will maintain 
warehouses — in 
Roanoke. . . . Dr. 


Lynchburg and 
Pepper Bottling 
Co., Bluefield, will move into a new 
and larger plant building. Owner 
and manager of the firm is L. H. 
Kiser. 


WASHINGTON, D. C. 
The Pepsi-Cola Bottling 
pany of Washington, D. C. has com- 


Com- 


pleted the installation of a new 60 


spout Liquid unit, according to 
Paul M. Mayer, general sales man- 
ager. The plant also bottles Ma- 


son’s Root Beer and _ Evervess 


Sparkling Water. 


WASHINGTON 

The Seven-Up Bottling Co., Bel- 
lingham, which recently erected a 
building at Mt. Vernon, and which 
has been using this as a distribut- 
ing warehouse, has made arrange- 
ments to install bottling equipment 
at an early date. 








IN 7-UP’S CORNER NOW 


Clyde S. Hayes, routeman for the 
Seven-Up Bottling Co. of Norfolk, Va.. 
is a former ring battler who once (in 
1943) whipped “Kid Gavilan”, the fa- 
mous welterweight. Hayes retired 
from the ring because of a heel in- 
jury. but still packs plenty of punch 
as a driver-salesman, according to 
his employers. 
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Portland, Oregon 
Cola Bottlers 


Push Vendor Placement 








Veuna activities of the Pepsi- 
Cola and Coca-Cola bottling oper- 
ations in Portland, Oregon, are be- 
ing intensified, recent interviews 
with executives of these firms re- 
veal. 

The Pepsi-Cola Bottling Com- 
pany recently entered into the field 
of vendor operation, and is now 
waging a campaign for locations 
through a staff of salesmen in its 
vending division. The firm is a 
company-owned operation of the 
parent Pepsi-Cola Company, which 
bought out Carl Salts and William 
O'Donnell, who owned the business 
nearly 10 years. Manager is Wil- 
liam Deutsch. 

As to the likelihood of dime bot- 
tles in machines, Mr. Deutsch re- 
said, “If 


tinues, I shouldn’t be surprised to 


cently inflation con- 
see bottles go to a dime. In fact, 
there are a lot of dime machines 
operating in Portland now, mostly 
in locations such as gas stations 
where there’s heavy bottle loss. At 
a dime, the station operator can 
afford to see the customers drive 
away with the bottle.” 

Machines going into many loca- 
tions for Pepsi-Cola are without 
coin changers, Deutsch noted, cit- 
these 
well as in refrigeration parts and 
steel. said the firm 
has coin changers in shipment and 


ing shortages in units as 


However, he 


that boxes will be converted when 
these units arrive. 

Pepsi-Cola does not operate cup 
venders, this phase being handled 
through a contract with C. W. San- 
born, a local operator. Sanborn 
specializes in theater lobby loca- 
tions, where the price is a dime. 

At Coca-Cola Bottling Company, 
sales manager, Al McLain, a ten- 


year veteran with the company, 
reported that placement of Coke 
cup vendors in Portland is being 
expanded, although at present the 
bottle-units on location far outnum- 
ber the cup machines. Cup ven- 
dors are being pushed in sites 
where bottle return would be a 
problem, Mr. McLain 


where the location owner would be 


said, or 


inconvenienced by the clutter of 
accumulating bottles. 
So far, he 


not been 


added, his firm has 
hampered by material 
shortages for boxes. As for a dime 
price, Mr. McLain declared, “The 
nickel has bought a Coke 
1886, and we don’t want to change 
that.” 


since 








A GOOD JOB 


More than 13,000 drinks of Dad's 
Root Beer were given away dur- 
ing the recent four-day Tobacco 
Distributors convention in Chi- 
cago. In addition, many new dis 
tributors placed their orders for 
Dad's, with hundreds more leav- 
ing invitations for a Dad's repre- 
sentative to visit them. Pretty 
Pam Martin, above, who was offi- 
cially “Miss Dad's” served as 
hostess at the Dad's booth. 








rt 
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Canicio yelampa So 


brings Coca-Cola to the homes of Lima in Peru 


Peruvians call it “Servicio relampago’’— lightning service. 
They refer to the radio telephone communication that directs 
home delivery of Coca-Cola in Lima. Thus, in an ancient land, 
modern science helps the people enjoy one of the pleasures of the 
modern world in their homes as well as everywhere else. In Peru, 
as around the world, ice-cold Coca-Cola is welcome as a 


happy moment on the sunny side of every day. 


COPYRIGHT 1961, THE COCA-COLA COMPANY 
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To chill beverages: you 
the '! right kine 


Cut costs with easy-handling 


=S \ DODGE TRUCKS 


for ae 


Want a truck that will save valuable minutes at every stop? 


If so, you want a Dodge ‘Job-Rated” truck—factory- 
engineered for multiple-stop bottle deliveries. 


You'll enjoy the advantages of new, trimmed-down turning 
diameters—much shorter than most other trucks! Because 
of its short wheelbase, wide front tread and cross-steering, 
your Dodge truck will wheel into tight spots in record time. 
What’s more, these brawny beauties are a “soft touch” to 
steer—thanks to new easy-acting worm-and-roller steering 
gear on most models. 


But this is only part of the story. You'll find that these new 
Dodge trucks are ‘‘Job-Rated” to give you dependable, 
trouble-free service for years to come. For example, there’s 
a new moistureproof ignition system and new high-torque 
capacity starting motor for trigger-quick starting in bad 
weather—plus a host of other brand-new advantages. 


So... why not get all the facts from your Dodge dealer— soon? 


J0b-Rolud TRUCKS DO THE MOST FOR YoU 


October, 1951 


How Dodge trucks are “Job-Rated”’ 
for the bottling industry 


A Dodge “Job-Rated” truck is engineered 
at the factory to fit a specific job... 
save you money .. . last longer. 


Every unit from engine to rear axle is 
*Job-Rated” — factory-engineered to haul 
a specific load over the roads you travel 
and at the speeds you require 


Every unit that SUPPORTS the load — 
frame, axles, springs, wheels, tires, and 
others—is engineered right to provide the 
strength and capacity needed. 


Every unit that MOVES the load—enzine, 
clutch, transmission, propeller shaft, rear 
axle, and others—is engineered right to 
meet a particular operating condition. 
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more flavorful soft drinks... 
make them with CERELOSE 


eo BOTTLERS know that more flavor 
comes through when CERELOSE is 
used in the syrup blending. CERELOSE 
is dextrose...a natural sugar found 
in mature, well-ripened fruits. 
For uniform quality corn syrup 
specify PURITOSE. 


Full technical service, no obligation 


CORN PRODUCTS REFINING COMPANY 
17 Battery Place, New York 4, N.Y. 


Cerelose and Pyritose are registered trade-morks of 
Corn Products Refining Compeny, 
New York, N.Y. 


CERELOSE | 


BRAND 


dextrose 


PURITOSE 


BRAND 


CORN SYRUP 
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Mr. N. McClelland, Technical Director 
Hurty-Peck & Company 

1423 Naomi Street 

Indienapolis, Indisna 







Deer Mr. McClelland: 


I received your detailed anélysis report of July 1lth concerning the 

four bottles of imitation grape sent you. J appreciete your consider- 
ation in going into this matter so thoroughly for me. [I have gone over 
the report carefully and notice what you said, particulerly concerning 
the Brix. Apparently the throw was all out of balance on those drinks. 









Of course we do not know what the totel effects were of these sour 
bevereges, however these samples sent to you were the only cases we 

had called to our attention. It is possible that when they were bottled 
they were not standerd end were pushed around in the dealers shelves un- 
til they soured from sge, 4&8 well as yeast. ,t any rete we heve put into 
practice all the precautions you wrote us «bout. 








agéin I wish to express my appreciation for your considerstion with ell 
the helpful services you offer. 






Yours very truly, 


eS a 







DCS:ca 








P. Se I enjoyed the bulletin "protect Your Beverages agsinst off season 
Changes” which you sent me. [t presents the facts clearly and straight 
from the shoulder. Certainly it gives the bottler more constructive help 
than anything else I've seen for e long time, 








D.C.S. 
















HURTY-PECK 
Makers of Quality "' 
LIS 7, IND. 





& COMPANY. 


Superb” Flavors 











' INDIANAPO 
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Big Plant Erected In 60 Days! 





Operations in this new 150 by 70 foot. fire resistant structure started 
just two months after the site for it was chosen. 





Wee Ed Whittington, owner and 
manager of the Pepsi-Cola Bottling 
Company of Merced, Calif., lost the 
lease on his old plant premises, 
quick work was necessary to get a 
new location, erect a building and 
get the plant in operation for the 
busy summer season. The manner 
in which this was accomplished is 
a story of cooperation in which the 
entire community took an active 
part 

A site was secured at 14th and R 
streets and plans drawn for a build- 
ing to fit in with the special require- 
ments of the firm which serves both 
Merced and Mariposa counties and 
which distributes both California 
and Eastern bottled beer, in addi- 
tion to bottling Pepsi-Cola. The 
building, a fire-resistant structure, 
150 x 70 feet in size, was erected 
in 60 days, or less than one-half the 
time usually taken for the erection 
of a building of this size and type. 
A garage for the storage of delivery 
trucks and company cars is separate 
from the main building and covers 
an area 84 by 30 feet in size. 

Most of the plant equipment, 
which includes a Dixie Model F 
with automatic syruper, was moved 


from the old plant, but some smaller 
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items were purchased in connection 
with the change. Holly liquid sugar 
is used and storage facilities have 
been installed to meet emergencies. 
The office of Mr. Whittington, re- 
splendent in red leather upholstered 
furniture, is located next to the 
syrup with its 
mixer, regarded as one of the most 
important units in the plant. 


room 775-gallon 


The cooperation of workers and 
of business men in connection with 
the quick change in plant location, 
reflects in a measure the esteem 
with which Mr. Whittington and 
his enterprise is held in the com- 
munity. Mr. Whittington has long 
taken an active part in civic and 
athletic affairs, and was one of the 
leaders in a recent “Buy at Home” 
campaign, launched by the mer- 
chants of Merced. His firm sponsors 
hard ball, soft ball and bowling 
teams and furnishes programs for 
high school ball games and other 
athletic events. The Merced Pepsis 
recently won the county league 
championship. 

One of the most successful of the 
publicity features of the firm is the 
use of its Pepsi-Cola sound truck. 
This is in marked demand at fairs, 


football games and parades and is 


looked upon as especially successful 
in building goodwill. 

Many of the employees of the 
company have seen years of service 
and promotions are frequent. James 
Sandusky, who served as driver for 
seven years, has recently been 
transferred to the special events de- 
partment, formerly managed by 
Earl Court, who has been trans- 
ferred to Stockton. 

The office is in charge of Mrs. 
Margaret Reid. Bernard Hermans, 
who has been with the firm five 
is plant superintendent. 
Douglas Barr distributes Pepsi-Cola 
in Merced, while John Torlano cov- 
ers the western part of Merced 
County, covering a fifty-mile route 
daily. George Campidonica has a 
local route and also visits the his- 
toric city of Mariposa. 


years, 


The Merced Express cooperated 
with local business men and city 
officials in participating in the for- 
mal opening of the plant in its new 
home, putting out an eight-page 
supplement to its paper outlining 
the part played by Ed Whittington 
and his company in the upbuilding 
of the community. Even the weather 
cooperated and high temperatures 
have been the rule since the opening 
event. 
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Has your beverage 
lost its zest? 


Is your beverage a stay-at-home? Does it lack the 
vitality to get out and make new friends? Then study 
its personality for a moment ... aren’t alkalinity and 
turbidity at the root of the trouble? If so, there’s an 
easy treatment that will restore your drink to the 
popularity it deserves! 


PERMUTIT-TREATED WATER 
is “GOOD MEDICINE” 


Permutit equipment will take the color, odor, hard- 
ness, turbidity and alkalinity out of your beverage 
water. 

Permutit’s 3-zone Precipitator sterilizes, removes 
organic matter, and lowers alkalinity—all in one swift 
operation. This unit is more compact and easier to 
maintain than ever. And all internal parts are factory- 
installed to eliminate costly on-the-job assembly. 

A Permutit Neutralite Filter polishes the water 
and passes it on to the Carbo-Dur Purifier, which re- 
moves unpleasant taste and odor. 











Learn the full details of this equipment. Write to 
The Permutit Company, Dept. NB-10, 330 West 42nd 
Street, New York 18, N.Y., or to Permutit Company of 


Canada, Ltd., 6975 Jeanne Mance Street, Montreal. 


ee ee ee 
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_ THE WETTER YOUR 
PLANT EQUIPMENT 
_ AND WALLS THE MORE 


ay pane if 
ol oS 


DAmp- TEX 
ENAMEL 7 


a 


he PreséR 
Proved Fungus AND BE 


Resistant by 


FUNGUS TEST pIncy 
pe 


Dark, dingy walls cut down 
efficiency Rusty, neglected 
equipment increases depreci- 
ation costs. Rot, bacteria and 
fungus play havoc generally. 
The Damp-Tex system was 
created for the plant where 

the presence of moisture, 
heat and other unusual con- 
ditions hinders proper sur- 

face maintenance. Over 38,457 s; 
plants have discovered its™ Cauiall 


superiorities. Write for our *>\,, 
2 


a iia xa 
trial offer “NB. nd 


Proved Lactic 
Acid Resistant by 
ACID TEST 


STEELCOTE MFG. CO. * ST. LOUIS, MO. 


Canadian Manufacturer: Standard age * & Varnish Co., Windsor, Canada 
Canadian Industrial Distributor: G. Wood & Co., Ltd., Toronto 
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Nelling 
Slants 


Ww: frequently find a misconception among salesmen 
about just what constitutes a sale. The short-sighted 
salesman may feel that the deal is consummated and 
that his responsibility ends when the customer’s name 
is on the dotted line. The more constructive attitude, 
however, is to consider a sale as consummated only 
after the credit has been approved, the goods shipped, 
payment received, and the customer satisfied. 

Further than this, the transaction can be considered 
sound business only when repeat orders come in and 
the basis for future business is firmly established. 
This is true in all cases except where so-called ‘one 
time” sales are involved—in other words, the sale of 
merchandise which will probably not be needed again 
for a long time. Even here, however, satisfied custom- 
ers are the best source of new business leads. 


The salesman may feel that it is the responsibility 
of other departments in the business to take up where 
he leaves off, handling all details of credit investiga- 
tion, packing, shipping, billing, and collecting. It is 
true that no salesman can be expected to handle all of 
these details but, on the other hand, the customer 
always looks to him for the service which makes the 
sale complete. 


Another function of personal selling is merchandis- 
ing. Initial sales are seldom profitable, to the salesman 
or to the company. Repeat business is always the ob 
jective. In order to insure that future business will 
be forthcoming the salesman should call back on his 
customers as soon as possible after the initial ship- 
ment has been received. In the case of dealers, he 
can see to it that point-of-purchase advertising is put 
up, that the merchandise is properly displayed, and 
that the clerks are informed of the advantages of his 
products so that they can, in turn, make the proper 
presentations to customers. 


We hear buyers say that they favor certain sales- 
men and, all things being equal, prefer giving them 
their business. Upon analyzing the reasons why, we 
invariably find it is because these salesmen look after 
their interests, keeping them informed on all details 
connected with shipment and delivery, and by helping 
them in every possible way to move the merchandise 
in profitable volume. They do the little extra things 
that make business a pleasure—in short, they give 
service after the sale. 
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To the Editor: 

Your editorial in the July issue is to be com- 
mended, however, cooperation is something that 
can only be achieved by a more or less give and 
take attitude on both sides of any controversial 
subject. 

There are those who believe in a “hold the 5c 
retail price line” (and there are good arguments 
on their side), and there are those bottlers and 
franchise companies who believe in a pricing for 
profit program even if it means breaking of the 
5c retail price line. 

Now we bottlers who believe in the latter program 
have been told that we have the choice of three 
alternatives, namely: 

1—Raise our prices and sell what we can 
against the hold the 5c price line bottlers, and 
eventually lose our volume. 

2—Reduce the size of our package so we 
hold the 5c price line. 

3—Go out of business. 

Now that the OPS has authorized an increase 
in price for those bottlers who had not previously 
raised their prices, attempts will be made in 
many trade territories to go up. Their success will 
depend greatly on how much cooperation they 
receive from the “hold the 5c retail-.price line 
bottlers.” 

You have condemned the bottlers in West 
Virginia who sponsored the lec per bottle tax. 
Don’t you think that an explanation is due as to 
their reasons for their action. My information if 
such is correct is that they (the sponsors of the 
West Virginia lc tax) tried to go up and follow 
plan 1. But, the “hold the 5c retail price line 
bottlers’”’ not only sold their own products so they 
could be retailed at 5c but put on other competiting 
lines they had previously bottled and went into 
the market and priced these items to sell at 5c 
against those who were trying to get an increase. 

Now in desperation men often turn to government 
to settle their disputes and hold up their hands 
to be shackled so they can exist. The bottlers 
who sponsored the Ic bottle tax in West Virginia 
were desperate men who could probably see no 
way out except to tax the industry’s products so 
that all drinks would have to be sold for more 
than 5c. 

If the pricing for profit program fails in other 
states due to non-cooperation and such tactics as 
I have been told were carried on in West Virginia, 
one can rest assured that a tax will be sponsored 
by desperate men in many states who can see no 
other way out HARRY SCHOOLEY, 

Whistle Vess Cola Bott. Co., Fort Myers, Florida 
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Nothing we can say about how successful a Frostie 
Franchise can be, tells the story any better than 
unsolicited letters like this: 


“Though knowing nothing about the bottling business 

| started bottling Frostie .. . 
eight months were 92,000 cases, next year, over 
225,000 cases, then 305,000 cases!" 


my sales in the first 


Kelly Bottling Company 
Frederick, Maryland 


Enthusiastic as it sounds, Mr. Kelly's letter is actually 
just one of many in our files. It all comes down to 
one paramount fact... give the public a hearty, full- 
bodied, genuine root beer flavor, and you're assured 
of instant success. Ask any Frostie bottler . . . and 
then send along the coupon below. You'll be glad 
you did! 


VISIT US 


At the Exposition 
BOOTHS 


644 & 646 














FROSTIE 


OLD FASHION 
ROOT BEER 


Y 
THE FROSTIE page 
BALTIMORE 28, MAR — 
know more © 
but | wont to 
good 
Vl talk to him! 


—— 
NAME —————— 


Sounds 


oround 


— 


FIRM——— 
ADDRESS — 


city ————" 


MAIL COUPON jpe) 0y-\ 4! 





First Canada Dry Plant Opens 
Under Renewed Franchise 
Program 


Production has begun at the first 
Canada Dry bottling plant to be li- 
the 
recently announced the re-opening 


censed since parent company 


of franchise activity, while two ad- 
ditional plants are expected to be- 
gin operations shortly, it has been 
announced. 

The 
Dry Bottling Company of Durham, 
N. C., owned jointly by H. G. Ran- 
dolph H. H. Elder, both of 


whom also hold joint interests in 


new entrant is the Canada 


and 


Canada Dry bottling plants at Fay- 
etteville and at Jacksonville, N. C. 
Mr. Randolph will serve as general 
manager of the Durham operation, 
which is housed in a brick building 
with 21,000 square feet of floor 
Space. 

The company will begin full-line 
operations with a fleet of sixteen 
trucks to serve retailers through- 
out its franchise territory, which 


Convention, 


Washington, 


You are cordially invited to visit our Booth No. 567, ABCB 


Signaling the starting of production 
at the Canada Dry Bottling Co. of 
Durham, N. C., samples from the first 
production run were flown to New 
York for immediate laboratory anal- 
ysis to insure compliance with 
Canada Dry standards of quality. 
William G. Smith, center, field super- 
visor for CD, is shown taking the 
specimens from H. G. Randolph. left. 
and H. H. Elder, co-owners of the 
bottling company. 





includes the capital city of Raleigh. 
Between 35 and 50 persons will be 
employed, depending upon season. 
The 
through shipments from a Canada 
at 


area was formerly served 


Dry company-owned plant 
Greensboro. 


Guy Julius Forio 

Guy Julius Forio, 46, since 1924 
manager of the New Orleans branch 
of the Coca-Cola Co., 
parts of Louisiana, Arkansas, Mis- 


which serves 


sissippi and Tennessee, died Aug- 
ust 19. 

A brother, E. J. 
of 
pany in Atlanta. 


Forio, is vice- 


president the Coca-Cola Com- 


Squirt Adds New Bottlers 
The 


franchise 


addition of six bottlers to 


its chain has been an- 
nounced by Herb B. Bishop, presi- 
of the Co., Beverly 
Hills, Calif. The new Squirt bot- 
tlers are: 

Morris 


Sweetie 


dent Squirt 


Nathan 
Beverages, 


Levin of 
Philadel- 
phia, Pennsylvania; Tom and Rob- 
ert Monteer, Jackson City, Mo.; 
Theron Faulkner, Squirt Bottling 
Company of St. Louis, Mo.; J. C 
Christensen, Seattle, Washington ; 
R. W. Graf and W. A. Graf, Iowa 
City, Iowa; and Samuel B. Miller, 
Tucson, 


and 


Inc., 


Arizona. 





D.C. 


REAL CHOCOLATE 
CARBONATED SODA 


100% 
GREAT 


Sells Great @ Tastes Great 
e Repeats Great 


FUDGY is good, and easy to 
bottle. No Cooking! No Steri- 
lizing! No Pasteurizing! It’s 
a rich bubbly chocolate drink 
bottle 
equipment. Investigate the 
FUDGY 


you 


inquiry 


302 S. CENTRAL AVE. 


will 
facts on a great, new, money 
making drink. Write today 


FUDGY, INC. 


@ BALTIMORE 2, MD. 


POSTERS 
SIGNS 
PLACARDS 


WINDOW 
TRIMS 
INDOOR 
AND 
OUTDOOR 
POSTING 
STREAMERS 


COVERING 
PANELS 


on standard 


Your 
the 


franchise. 
bring all 


HANSEN 
ONE-HAND 


ADVERTISING* wre tacker 


POINT-OF-SALE ADVERTISING is installed 
neater, faster, in more outlets—with the 
HANSEN one-hand Tacker. Zip! Zip! Fast as 
you grip—it drives T-head Tacks or two-pointed 
tackpoints. Holds 84 to 140 staples per loading. 

Extensively used by national advertisers, job- 
bers, distributors, bottlers, for timely, effective 
tacking of all types of indoor and outdoor point- 
of-sale materials. With Hansen, sales flow more 


freely. REQUEST BOOKLET 


A. L. HANSEN MFG. CO. 
5056 Ravenswood Ave., Chicago 40, Ill. 
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SAVE TIME... 


6 Dele Codd 


WHITE 
3000 


LOWER LOADING HEIGHT 


EXCLUSIVE drop frame design lowers body 
height . . . makes it easier to load and unload 
. Saves energy 


2 _ — 
y af Py ; | 
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SAVES DRIVING TIME 
SHORTER turning radius and wider-tread front 
axle assure maneuverability that cuts delivery 
time and delivery cost 


Wey v4 
POR ay 


HERE'S another Coca Cola de- 
livery made by White 3000. 
Note low loading height 
which saves driver time and 
energy ...speeds deliveries. 


NEW DRIVER ADVANTAGES 


better acceleration 
roomy, 


New driving ease .. 
outstanding visibility and safety . . 
comfortable low-level cab 


———_ = 


CARRIES MORE... EARNS MORE 
New weight distribution permits more payload 
on front-end . . . extra-capacity body without 
increasing overall length. 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


For more than 50 years the greatest name in trucks 
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SAVINGS you can measure at the end of 
every delivery day make the White 3000 
an investment that pays extra dividends 
... for years. 

Leaders in every business...everywhere 

.. are enthusiastic about the time and 
cost saving advantages of this entirely 
new kind of truck. Its exclusive features 
make it ideal for city delivery and over- 
the-road service because it is engineered 
exactly to specific delivery conditions. 

Ask your White Representative for facts. 


Have You Enlisted? 2 
CMERGENCY 


SERVICE 
Bons 


See Your White 


Representative For Facts 


Tips its cab for service 


SUPER POWER 
3000 





Trouble-free Operation 
.». for Low Cost Labeling 


HE COTT BOTTLING CO., Inc. of Manchester, New Hampshire 

knows that the trouble-free operation of the Norton Labeler means 
low cost labeling. They have had it proved by the dependable operation 
of their two Norton Singles; also by the performance of the Norton 
Duplex at the New Haven plant of the Cott Bottling Company. That's 
why they again chose Norton—a Duplex Automatic—for their new 
Manchester bottling unit. 
You, too, will like the smooth, easy way that the Norton Labeler handles 
bottles—its firm, neat application of labels and foil—and best of all, its 
dependable operation hour after hour, day after day. 


NORTON COMPANY, WORCESTER 6, MASSACHUSETTS 


° 


4g prone, 











AUTOMATIC LABELERS 


Ps 
Sa. * 6 &s 
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Competition is something the wise bottler lets the 
other fellow worry about. 


A successful bottler usually has a hard time sepa- 
rating his friends from his relatives. 


On the subject of relatives, do you know the two surest 
ways to go broke in the bottling business: Make your 
brother-in-law asssistant manager and let your mother- 
in-law keep the books. 


It’s not so easy for a bottler to lose his shirt f he 
kee ps his sleeves rolled up. 


A bottler doesn't find it hard to stay on the top—as 
ong as he stays on the level. 


4 good memory is a wonderful help to a bottler if 


he remembers to use it! 


A bottler who is never around his plant usually has a 
bottling plant that won't be around long! 


Vany a new bottling firm has gone broke because of 
ver-exrpansion—in the owner’s head, that is! 


Still, it's no sin for a bottler to be big headed—as 
long as it's not empty too! 

Bottlers who fail to shovel the snow from the front 
valk usually get a “cold” reception from the buying 
public 


Early to bed and early to rise and you'll make more 
money than the other guys. 


Every time you smile at a custome? you're acting as 


jour own private press agent. 
A bottling plant is known by the company it keeps— 
happy! 


If a bottler is going to choose a partner it’s just plain 
common sense to get a man smaller than he is! 


Remember, always give credit where credit is due— 
but collect when it is due, too! 


It’s far safe? to give credit to an honest man who 
s broke than to a dishonest man with a million dollars 
n the bank. 


You just can't win; they always keep the key to success 
behind a locked door. 


A bottler is a fool if he doesn’t take time out now and 
then to visit his competitors—Macy doesn’t look in 
Gimbel’s windows? 


The only thing worse than bawling out your help in 
public is to get too chummy with customers! 
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10 day Hlagchip Airtour for Zin... 


ES 


Tell ue how YOU have used 
decals in your industry ! — 


* AMERICAN AIR LINES SS 


Effective Use of 


Here’s An 


MEYERCORD 


““Good Luck’’ Decals for GOOD SELLING! 


Jelke utilizes FREE space with Meyercord Decals to 
convert distributor's trucks into dynamic “Ads on 
Wheels’. Every truck carries a payload of promotion! 
The side panels, tops, visors, backs and cab doors of 
your mad can be quickly transformed into selling 
areas with durable, weather-tested Meyercord Truck 
Decals. Pictorials, trade marks, product illustrations 
can be produced in any number of colors, in any size 
or design, at a modest unit cost for 12 trucks or a 
thousand. Learn how to use this FREE space today! 
fraction of handpainting 


cost keeps your trucks on R r 


the street! Yes, cost com- Full-color 
parisons prove you can brochure shows 
save up to 90% with hew to convert 
Meyercord Truck Decals. your trucks to 
Investigate Now! Free “Ads on Wheels” 
design service. Dept. 6-18 


Overnight application at a 


CONTEST ENTRY BLANK! MAIL TODAY! 


WHAT YOU WIN: A delightful, all-expense ten-day holiday in colorful Mexico 
for two persons. RULES OF CONTEST: Write a letter in 200 words or less, 
describing an effective, problem-solving use of Decaicomania by your company 
or industry. Contest is open to any commercial user of Decalcomania, regardless 
of type of usage or source of supply. You do not hove to be a Meyercord 
customer. Coupon is your official entry blank. Fill out and attach to entry 
Please use Company letterhead. Contest ends midnight, January 15, 1952. All 
entries become the property of The Meyercord Company. Decision of judges 
shall be final. In case of o tie, duplicate prizes will be awarded. Winners’ 
names will be published. Employees of The Meyercord Company, its retail 
dealers or advertising agency ore ineligible. JUDGING: Entries will be judged 
on the basis of practical and interesting problem-solving uses of Decalcomania 
Enter the Contest TODAY! Anyone can Win! Attach this entry blank to your 
letter and mail to The Meyercord Co., 5323 W. Lake St., Chicago, illinois, Box 26-18 


Nome 
Address Firm 
City 








Rao 





Reasous for 


euccess of a 


SUN SPOT Franchise... 


POC aamnEm aR 


EASON 3: 


PROPER SIZED PACKAGE 


Scientifically correct to suit consumer's demands. Eco- 
nomically correct to cope with bottler's costs. Illustration 
(reduced in size) shows proportionate appearance of 10 
oz. and 7 oz. bottles. 


FOR COMPLETE DETAILS REGARDING FRANCHISE 
WRITE TO: 


SUN SPOT COMPANY OF AMERICA 


1520 Ridgely Street., Baltimore 30, Maryland 
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the best hand truck 


in the land 
. 

eA 
at 


\ 





Tubular steel “Knitted” frame; nose is arc-welded 
at six points; loads up to 500 pounds: four 
models; four types of wheels. Write for details. 


ANOTHER Rapistan® propuct 


The RAPIDS-STANDARD COMPANY, Inc. 
585 Rapistan Building, Grand Rapids, Michigan 





@ Only One Moving Part— 
trouble-free operation. 

e Large Capacity agi yene 
—always@ supply of coole 
drinks 
e@ Dry Cold—no wet, messy 

bottles 
e Simple Easy Loading — 
handy “‘selector racks 
@ ‘'Manualmatic”’ Coin Unit 
ond Changer Available— 
simple, fool-proof; no 
electricity, n° levers, 
cranks or handles 
@ Unique ‘Package Type 
Refrigeration System—con 
be removed or replaced in 
60 seconds 


The IDEAL way to increase VOLUME is 
to increase TRAFFIC by offering a CHOICE 
of flavors to satisfy the appetites of more 
thirsty customers. IDEAL ‘Selective’ Venders 
invite added traffic. They offer a choice of up to 
8 flavors—easily chosen—attractively displayed— 
appetizingly clean. 


IDEAL DISPENSER CO. 
Dept. 116 BLOOMINGTON, ILL. 
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NEW PELCO DISPENSER 
“Eye-appeal aplenty” is the feature 
of the new electric Pelco Orange 
Juice Dispenser, produced by the 
Refrigeration Division of the Portable 
Elevator Mfg. Co., Bloomington, Ill. 
Another highlight is the “turn-a-top 
ad message,” which serves as a con- 
stant “moving” invitation to enjoy 
the beverage. Constant agitation 
and a balanced refrigeration system 
are other features. 





PAPER BAG CARRIER 


This new Orange-Crush paper bag 
has been developed primarily be- 
cause of a possible pasteboard car- 
ton carrier shortage. Made from 60 
pound wet strength Kraft paper with 
firmly stitched crepe Kraft handles, 
it has been tested and found suit- 
able for repeated use. It reportedly 
sells at a cost far below that of car- 
tons ... and it looks attractive, too. 
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Tri-Clover Machine Company 


Acquires Specialty Brass 


] The purchase of Specialty 
Brass Company by Tri-Clover Ma- 
chine Company, both of Kenosha, 
Wisconsin, became effective as of 
August 1, this year, according to 
an announcement made by Ferd 
Hinrichs, Tri-Clover’s president. 

This move means that the former 
organization will no longer continue 
manufacturing, and that Tri-Clover 
has acquired “Specialty’s” entire 
inventory, finished goods, raw ma- 
terials, work in progress, etc. 
Buildings, machinery and accounts 
receivable were not included in the 
transaction. In addition, the line 
of Specialty Brass fillers was pur- 
chased by General Dairy Equip- 
ment, Inc., of Minneapolis, Minn., 
effective September 15th. 

Mr. Hinrichs explained that Tri- 
Clover intends to continue the 
manufacture and sale of the full 
line of fittings, including the Bow- 
man type flared tube fittings, ““No- 
fome” pumps, “Economy” filters 
and strainers, as formerly offered 
by Specialty Brass. Tri-Clover sales- 
men will assume the responsibility 
of serving former Specialty Brass 
Company accounts. 

It was also announced that E. H. 
Kleist, who has been general man- 
ager of Specialty Brass, has ac- 
cepted a position in Tri-Clover’s 
sales department. 


New Beverage Hand Truck 


“MECO” hand 
truck for the beverage industry is 
now being produced by the Modern 
Equipment Co., Inc., Omaha, Nebr. 

The unit has full length stair 
glides which permit easy handling 
over curbs and up and down stairs. 
Other features are large 10” rub- 
ber-tired wheels for mobility, and a 
specially-designed handle which 


O A new 


permits handling with either one or 
two hands. 

Lightweight in construction, it is 
fabricated of durable structural 
steel tubing, and is electrically 
welded for strength. It stands at 
true vertical position to permit easy 
stacking of case goods. 


Big Expansion Planned by 
Diamond Alkali Co. 


|] A two-year, multi-million- 
dollar program of plant expansion 
at the Painesville, Ohio plant of 
Diamond Alkali Company, Cleve- 
land, has been announced by Ray- 
mond F. Evans, president 
The project, he said, embraces 
extensive enlargement and modern- 
ization of present facilities which 
will enable the company—one of the 








DAD’S BOWS DISPENSER 

Dad's Root Beer Co., Chicago. is in- 
troducing this new, streamlined rail 
type fountain dispenser, produced 
by the Multiplex Faucet Co., St. 
Louis, Mo. This, along with other 
counter type models and colorful 8, 
17 and 45-gallon Dad's barrels, are 
now being used at soda fountains 
throughout the nation to service 
Dad's 217 markets. All units have 
self-contained ice chests or can be 
attached to a carbonating and cooler 
system if desired. 
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nation’s foremost producers of SQUIRT DISTRICT MANAGERS MEET 
basic chemicals—to step-up output 

of caustic soda and chlorine sub- 

stantially by the — electrolytic 

method 


Armstrong Cork Reports 
Record Sales 

Sales of the Armstrong 
Cork Company, Lancaster, Pa., in 
the first six months of 1951 reached 
a record six-months’ high of $106, 
074,967, yielding net earnings after 
taxes of $5,283,181, C. J. Back- 
strand, President, reported in the 
semi-annual statement recently 
mailed to stockholders. The net 
profits, which represent a return 
of 5.0 per cent on sales, compare 
with net profits of $6,218,796, or 


1.2 


; District managers of the Squirt Co. met recently in Phoenix. Ariz., to 
2 per cent, on sales volume of 


acl : ; coordinate local bottler activities with the parent firm's national adver- 
$85,936,210 during the first six 


th £ 1950 tising campaign. Kneeling, left to right: John Latch; Carl Hoffman; Ed 
montns o You. 


Bowen, Asst. Sales Mgr.; Ernest Lowry: and Ed Kitterman, Base Plant 
Mgr. Standing: Bill Minshall; Jack Kenny; Bill Jay, Vice-President; Will 
Huber: Greacen Mitchell, Advertising Agency Representative; Ted 


Combined net earnings of the 
subsidiaries operating abroad for 
the first six months amounted to 
$501,126, on sales of $12,141,564, 
as compared with $362,371 in the 
first six months of 1950 on sales 
of $9,957,025. 


Grounds; Hugh McKellar, Asst. Advertising Manager; Herb Bishop, Presi- 
dent: Ed Jones; W. W. Sopher: and Reg Lowander, Advertising Manager. 
Also present at the meeting were Verne Littlefield and Jim Keefe, Secre- 
tary-Treasurer. 








Now is the time to buy 
that Water Polisher! 








Pa 


Filpaco “y | ACCEPTED FLAVORS 


@ Successful bottlers from coast to coast have proved that P-A 
z flavors are the tops in taste, the highest in quality. P-A flavors 
COMMON SENSE ire backed by 40 years of flavor making experience. Listed below 
ire a few of the popular P-A flavors, juices and compounds. . . 
DISC FILTERS free samples will be sent on request 
PUNCH COMPOUNDS STRAWBERRY COMPOUNDS 
F-296 Orange-Pineapple t F-101 Fruity Strawberry 
Improved taste and appear- head Paumate Pack na tag 
ance of your beverage mitatior F-746 Paco Fruity Strawberry 
means increased sales! CHERRY COMPOUNDS earn 
F-321 Deluxe Black Cherry 
Imitatior <oz YOU ARE CORDIALLY INVITED 
Capacity for water at 25 F-189 Paco Cherry-Strawberry to visit our booth * 222 at the 
. WanarTon 4 0 A.B.C.B. National Beverage Ex- 
Ibs. pressure is more than CREAM SODA COMPOUNDS position, Washington, Novem- 
300 gal. for the first hour. F-732 Tip Top Cream Soda “p= ber 12-15 


F-702 Paco Cream Soda 4 






































Uses inexpensive filter pa- 
per or cloth. FREE! Write on free book, ‘Information for Bottlers.”’ 





Other “Filpaco" Products for 
the Beverage Plant: Filter 
Presses, Stainless Steel Tanks, 
Transfer Pumps, Conveyors, 


WRITE TODAY! Filter Paper, Filter Cloth. 
etm = FILPACO_ INDUSTRIES byl; 
The FILTER PAPER CO. MANUFACTURING COMPANY 


1311 SO. FIFTH STREET «© MINNEAPOLIS: 4, MINNESOTA 
HIGHEST QUALITY FLAVORS, FRUIT JUICES, COMPOU 


Write for your 
copy of the 1951 
P-A Price List 





























2414 S. Michigan Ave. Chicago 16, Ill. 
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Towmotor Releases Film On 


Fork-Lift Truck Operation 


Concurrent with its an- 
nouncement of five new model fork 
lift trucks (see accompanying 
photo), Towmotor Corporation has 
released a sound-slide film, “What 
Makes It Tick?,” designed to pro- 
vide essential information to indus- 
try on the planning, designing and 
engineering incorporated in the 
building of Towmotor fork lift 
trucks, and how the features of 
this equipment contribute greatly 
to low-cost, efficient 
materials. 


handling of 


A 15-minute film, it illustrates 
how today’s Towmotor fork lift 
truck is designed and built to keep 
pace with 


industry’s prevailing 


high-speed production schedules, 
thereby cutting costs in the receiv- 
ing, processing, storage, and dis- 
tribution of materials. 

A summary booklet, ‘What 
Makes It Tick? . Or The Inside 
Story of Towmotor,” is distributed 
to viewers after showing of the film 
Private showings of the film to key 
production and operating 
arranged through 


execu- 


tives are being 


NEW TOWMOTOR MODELS 


Towmotor Corporation, Cleveland, 
Ohio, has added 5 new models to its 
line of fork-lift trucks. Three of the 
new models, replacing 3 models for- 
merly produced, have solid or cush- 
ion tires and a shorter wheelbase for 
greater maneuverability. The two 
other new models feature pneumatic 
tires on all wheels to bring to three 
the number of Towmotor models so 
equipped. 





Towmotor Corporation, 1226 East 
152nd Street, Cleveland 10, Ohio 





OLARST 


.. » The Water Still 
that pays for itself! 


Install POLARSTIL for clearer 


purer, better-tasting bever 


ages that really sell! 





PoLARSTIL thoroughly re 
moves all impurities. It pro 
duces the finest grade of pure 


distilled water—all forless thai 


one cent per gallon! 


Po: .ARSTIL pays for itself in no time in increased 


sales 


It means better products 


a bigger mar 


ket—spiraling profits. Write for full details. 


ATLAS 


COPPER & BRASS MFG. CO. 


2734 N. Janssen Avenue, Chicage 14, ILL. 


Write Today, 
Reserve your 
PROTECTED 

TERRITORY 
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John Mulhern Company 
In New Home 


The John Mulhern Com- 
pany, pioneer distributors of bot- 
tlers’ equipment and suppiies, is 
well settled in new quarters at 390 
Bayshore Blvd., San 
Calif. 

The new quarters are in a build- 
ing erected for the handling of 
heavy equipment and offices and 
sales department are conveniently 
located on the second floor. 


Francisco, 


Concrete Floor Resurfacing 
Material Is Improved 


An improved type of Ar- 
mor resurfacing and patching ma- 
terial for concrete floors has been 
announced by The Monroe Com- 
pany, Inc., Cleveland 6, Ohio. 

The new material retains all of 
the original Armor features. How- 
ever, because of the addition of a 
new, finer aggregate, it is reputed 
to be much more effective as an 
over-all resurfacer and to fill even 
the most minute cracks in concrete 
floors. The new aggregates have the 
approximate sum of 98% in oxide 
basilican, iron and aluminum. These 


ys 


Premium Plan! 


C.0. & W.D. SETHNESS COMPANY 
1926 SUNNYSIDE AVE. 


CHICAGO 40, ILL. 








START BOTTLING 


Cash in on this 
popular sure profit, 
year ‘round beverage 


KAYO... the leader 
in Chocolate Drinks for 
over 25 years 


CHOCOLATE PRODUCTS CO. 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 


combine to produce a surface with 
unusual resistance to wear, acids, 
oils, ete. 

Armor is shipped by the manu- 
facturer as a dry powder. It can 
be used by simply adding water and 
applying in much the same manner 
as concrete. It blends perfectly to 


old concrete surfaces. 


PERMANENT 
DIVERTER 


Remote Electric Control 
For Variable Speed Transmission 


} Graham’ Transmissions, 
Inc., Milwaukee, has 
development of a new 


announced 
packaged 
system of remote electrical control 
for its line of infinitely variable 
speed transmissions in sizes from 


1/12 to 5 HP. 


This new control provides hair 


— TEMPORARY 
New Facilities Added by the LINE 


Raymond Corporation line accuracy of speed setting ove 


FLOW DIVERTER 


a complete range from the maxi- 
A Flow Diverter that connects at any 


mum speed desired to zero. The 


Additional manufacturing 
facilities have recently been leased 
by the Raymond 
Greene, N. Y., 
equipment manutacturers. 


oint on a permanent line of Rapid- : 
nt é P control is mounted on the trans- 


mission with only four bolts and 
may be easily added to the stand- 


Corporation, Wheel gravity conveyor to move 


material handling cartons in and out of storage bays 
without manual handling is offered 
by The Rapids-Standard Company. ard control of drives already in 
Inc., Grand Rapids, Michigan. Tem- the field. The control is available 
porary spur lines can be set up for push button operation at the 
quickly and easily on either side 
of a main conveyor line with this 
: : new attachment. a : 
Production of Raymond hydraulic The new electrical control can 
elevating hydraulic sheet be had on all 
feeding tables, high lift trucks and 


The company, which formerly was 
known as LYON-Raymond Corpor- 
ation, has acquired a modern plant 
at nearby Morris, N. Y., from the 
Linn 


remote point and can be had with 


Manufacturing Corporation or without remote speed indication 








tables, models including 


Greene plant where it is concen- mechanical reversing types as well 
trating on production of its hy- as drives and on 
draulic hand lift trucks for skid transmissions with or without built- 
platforms and pallets, as well as in motor and on drives with or 
on its line of SpaceMaker Electric without built-in reduction of eithe 
Tiering Trucks. 


special hydraulic elevating equip- non-reversing 
ment will be carried on at the new 
plant 

At the same time, the firm has 


expanded operations at its main 


Mail $1 


Prove Marbert is a Great Cola. Get this test gallon 
Bottle and taste it. Send a dollar to Marbert Products 
Inc., 19 E. Lombard St., Baltimore 2, Md. Offer good 
in United. States and Canada only. Syrup available for 
Test Only. Marbert sold in Concentrate form 


helical or worm geared types 





Multiplex 





Stainiess 


for a Trial Gallon Steel 


of Bottling Syrup 


Dispensers 
For BARS and TAVERNS 


Fresh Carbonated Drinks 
COLA 
LEMON 
GINGER ALE 
SELTZER 


SPEEDS SERVICE 
INCREASES PROFITS 
ELIMINATES BOTTLES 
Write for Folder and Prices 


MULTIPLEX FAUCET COMPANY 
4321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 


Manufacturers of Beverage Dispensers for 45 Years 


You Can't Buy a Better Concentrate Than 


MarBert CoLa 
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modern equipment 


for the 


modern plant 


s 


ra THE BURNS MASTER FILLER — MODEL G 


VISIT OUR 


Booth No. 405 
A. B. C. B. CONVENTION 


BURNS BOTTLING MACHINE WORKS, Inc. 


BALTIMORE, MARYLAND 


THE BURNS BOTTLING MACHINE WORKS. Inc. + 2229 Kirk Avenue + Baltimore 18, Maryland 


MTT ARM 


BROCHURES AND CATALOGS 


Sc LMNUNYYMA ALTE AU UU 


Glass Block for Construction 

The important role of glass block 
during this period of material 
shortages is outlined in a 16-page 
booklet just released by American 
Structural Products Co., Toledo 1, 
Ohio, a_ subsidiary of Owens- 
Illinois Glass Co. The booklet re- 
minds businessmen seeking non- 
critical materials for plant 
improvement that glass block offers 
savings of tons of scarce metal in 
building new plants and in remodel- 
ing existing ones. Copies may be 
had on request. 


Piping and Process Equipment 
Insulation 

The Pittsburgh Corning Corpora- 
tion has announced the availability 
of a new booklet entitled “FOAM- 
GLAS Insulation For Piping And 
Process Equipment.” This well- 
illustrated 24-page booklet discus- 


"S FINEST BEVERA 


"SB 
Four sizes in each 
model... capacity 


range from 5 to 50 
cases, here is the an- 


Above Modei 
C-420, Ds Pont 
Dulux Baked Enamei — 
Finish, Stainless Steel Top 
Rail and Slide-Type Lids, Ad- 
justable Divider Grills ‘'C'* 
Models Dry Operated. 

3 Sizes—4, 6 
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ses the advantages of FOAMGLAS, 
listing its properties, typical data 
for cold, intermediate, and hot ap- 
plications, details for insulating 
tanks, ducts, removable covers, and 
tank heads, accessory materials, 
and prominent users, and distribu- 
tors. Available by writing to Pitts- 
burgh Corning Corp., 307 Fourth 
Avenue, Pittsburgh 22, Pa. 


Prize Incentive Book 


Belnap & Thompson, Inc., largest 
national sales and efficiency prize 
incentive organization, has an- 
nounced publication of its new 1952 
prize incentive book. The 52-page 
brochure, the largest in company 
history, lists 1,635 brand-name 
prizes, many illustrated in four 
colors. The book is designed 
primarily for distribution among 
salesmen or employees participat- 
ing in efficiency drives. Complete 


DE IS THE “BEVCO 


sample books, without imprinting, 
are available on request from 
Belnap & Thompson, 1516 S&S. 
Wabash Ave., Chicago. 


Plastic Rock Flooring 

Publication of a completely new 8 
page, two-color brochure on Plastic 
Rock flooring is announced by 
United Laboratories, Inc. of Cleve- 
land, Ohio. It contains a combina- 
tion of information on how and 
where to apply Plastic Rock floor- 
ing as well as certain technical 
data about the product itself. Many 
typical flooring applications are 
illustrated in the brochure showing 
how new life can be given old 
floors. A copy is available upon 
request. 


Portable Conveyors 
The E. W. Buschman Company 
of Cincinnati, Ohio, manufacturers 


COOLER 


Maid’ 


swer for fast, low-cost, 
trouble-free cooling... 
Write for literature 
and complete details, 


Above 
Model DB-21, 


Thee BEVCO Company, Ine. iit cin war 


Equipment —. 


3316—28 S. Broadway « St. Louis 18, Mo. S2"13"4,""" ae 


CHOICE OF THE T 


AID” 








yay: Lisser : ) : T 


EXTENDS A 
CORDIAL INVITATION TO MEET US 


in Booth No. 633 


at the ABCB Convention, Washington, D. C. 
~ Dur Gingers and we . 


Sales Leaders this 








Manufacturers of WOODEN BOXES 
OF EVERY DESCRIPTION 
TIOGA AND MEMPHIS STREETS 
PHILADELPHIA 34.PA 














THE GINGER HOUSE” 


of conveyor equipment, has just being distributed to truck owners ball bearing rollers are described 
issued a new multi-page catalog by GMC dealers to help them pre- as well as complete roller mounting 
illustrating its complete line of vent breakdowns and costly delays specifications, curves, multiple 
portable roller and wheel conveyors. in their operations. The booklet rows, spurs, converging and hinged 
This catalog gives complete con- lends valuable advice on preventive sections, supports, stands and 
veyor specifications and explains maintenance for trucks. guard rails. The use of roller con- 
erection problems and how to veyor in conjunction with wheel 
determine conveyor requirements. Conveyor Catalog type conveyors is also explained. 
Twenty-eight large illustrations For a copy, address: The E. W. 
are provided to give the reader a A comprehensive new catalog on Buschman Company, Dept. 76, Clif- 
wide range of application views roller conveyors has been published ton & Spring Grove Aves., Cincin- 
with explanatory foot notes. Ask by The E. W. Buschman ‘ vege i nati 32, Ohio. 
for Bulletin No. 15. conveyor manufacturers of Cin- ; 
cinnati. The 16-page Catalog, No. 60, Tire Conservation 

Truck Maintenance Pointers shows a wide variety of roller con- Containing a wealth of easy-to- 

A booklet, “GMC’s Tips to veyor types together with selection understand information on the sub- 
Truckers in the Emergency,” is data and diagrams. Seven styles of ject of tire conservation, a new 


ELECTRIC 
COUNTER 


BOTTLE AND CAN 
COUNTERS 


The Hygeia— Bowden Single 
Valve Water Filter is a rapid 
flow type and removes sus- 
pended matter, turbidity, 
chlorine, iron, taste, odor 
and discoloration. 
CASE : These filters produc : 
i ese filters p duce the 
clear, sparkling water essen- 
tial to good flavor, uniform 
; uality and better beverages. 
Productimeters register accurate count of 4 p ws - * : age 
every unit processed . , , eliminate profit- They are available in various 
eating losses . . . insure economical plant ‘ sizes and capacities. 
Operation and maximum use of man hours. . : of . 
Ask for further information 


DURANT MANUFACTURING CO ‘ nies all . 
1920 N. Butfum Street ia Gana mee Bowden Single Valve ; on these filters used widely 


ree 1, Wisconsin . ce aaa 3, RA. Water Filter in bottling plants. 
epresentotives in Principal ities ° . 
Hygeia also makes the Lynn Self-Cleaning 


Stone Filter used in Bottling Plants 
PRODUCTIMETERS HYGEIA FILTER COMPANY 





SINCE 1879 ount Everything ) Ml 3430 DENTON AVE. . DETROIT 11, MICH. 
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eight-page booklet “9 Ways to Get 
More Miles Out of Truck Tires” 
has been published by The B. F. 
Goodrich Company, Akron, Ohio. 
Copies are available upon request. 

The nine methods to have tires 
provide their maximum service are: 
Proper selection of tire for the job; 
correct inflation; correct loading 
and load distribution ; correction of 
mechanical defects; proper care of 
tubes; regular rotation of tires; 
proper matching and spacing of 
duals; savings through recapping 
and repairing; and proper driving 
habits. 

Text of each of the subjects is 
short, informative and illustrated 
A truck tire load and inflation table 
and a dual spacing table are among 
the features. 


Catalog On Industrial Trucks 


Elwell-Parker Electric Co., 4205 
St. Clair Ave., Cleveland, O., manu- 
facturers of power industrial trucks, 
have released their new condensed 
General Catalog. The twelve page, 
two color brochure is divided into 
4 sections covering high lift and 
low lift platform trucks, fork trucks 
and mobile cranes. It lists capacities 
and dimensional specifications on 
each class of truck manufactured by 
the company, and gives a brief 
description of major construction 
features. Several materials hand- 
ling ideas are also presented in 
picture form. Free copies are avail- 
able on request. 


New Pallet Lift Trucks 


Comprehensive information on 
two new Barrett hydraulic lift 
trucks, developed for one-man hand- 
ling of heavy pallet loads, is con- 
tained in Bulletin 5142, just re- 
leased by Barrett-Cravens Co., 4609 
S. Western Blvd., Chicago. 

One model is a compact, highly 
maneuverable unit of simple design 
for single and double face pallets. 
It is particularly suitable for use 
as an auxiliary for powered trucks 

to take care of short hauls and 
load spotting. The other is what is 
known as the “tin plate” type, de- 
signed for handling single face 
pallet loads of small area. The bulle- 
tin also shows the Barrett electric 
pallet lift truck, the Pallet Ox, 
which lifts and travels electrically. 
Copies are obtainable on request. 
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BRAND NAME REALLY SHOWS UP 


Feature of the new TRUE coolers, built by True Mig. Co., St. Louis, is 
the Artlay process whereby a color trademark is reproduced beneath 
the surface lamination of a bar-style Formica top, protecting the visible 
insignia from defacement. 





SPARK WHITE ROCK PROMOTION 


Seven shirt-sleeved executives who sparked White Rock’s recent and 
highly successful “Girl Glass Promotion” are shown above. Left to right: 
Sales Promotion Manager Bob Wright: Assistant N. Y. General Manager 
John LeVienn; Sales and Advertising Director T. G. Prosser: President 
A. Y. Morgan: N. Y. General Manager Martin Killeen; Vice-President 
G. F. Kay. and Advertising Manager Chas. Feld. The promotion was 
supported by advertisements in local media and in “Life” magazine. 








BOTTLER FROM INDIA INSPECTS LIQUID EQUIPMENT 


Needing new bottling machinery to keep up with increased demand for 
soft drinks in his country. Mr. Kuldip Singh, left, of Pure Drinks Limited. 
Bombey and New Delhi, India, recently visited the showroom of Liquid 
Carbonic Corp., Chicago. He's shown ote some pointers from Export 
Manager James J. Godfrey. Ed d J. and Martin Hans. 

















Some of the outstanding fea- 
tures of the PRIESAND stain- 
less steel tank: 


@ Built to A.S.M.E. Code, U-69 
specifications. 


@ Safer — Safety valve built 
into the head 


fi LATE OO TOILED 


@ Lightweight — single wall 
construction, eliminates use of 
lining 

@ Durable — built to outlast 
any tank on the market 


@ Attractive — polished clean 
to stay clean 


Liberal trade-in allowance on your present old, tin 
lined tanks toward the purchase of these new stain- 
less steel tanks. ORDERS FILLED WITHIN 3 WEEKS 


Priesand Bros., [n¢. "cara te 








Union Acid Proof Caramel Color #125 


®@ High Coloring Value 
@ Free Flowing 
® Uniformity 


® Service 


UNION SALES CORPORATION 


OISTRIBUTOR FOR 


Unron Starcu & REFINING Co, 
Co.umBwus, INDIANA 














FOR THOSE WHO PREFER 
LIME-SODA TREATMENT 


COAGULANT REACTOR 





OUTSTANDING FEATURES 


. Thorough Mixing 
ong Reaction Time 
Unhurried, Positive Flocculation 
Roofed Discharge Nozzles Prevent Short- 
Circuit Water Paths 
Sterilization Accomplished After Floc Has 
Combined with Organic Matter 

6. Lime, Alum, and Chlorine Handled at Floor 
Level. No Climbing or Hoisting 

7. Full Automatic Controls, including Slurry 
Removal 











Write for this Descriptive Catalog 


Details on the complete line of AquaMatic products 

are covered in the 20-page catalog ‘Water Treat- 

ing Equipment’’. Write us for a copy, or ask your 
“Liquid” representative 


PUMP & SOFTENER 
AUTOMATI CORPORATION 


AquaMatic Products are Distributed by The Liquid Carbonic Corp., Chicago 
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i Beverage bases and flavors by 
TheoNett 
give color and taste appeal to your products. 


For 62 years Theonett & Co. have been serving the 
bottling trade faithfully—helping customers goin 
new business . .. producing quality merchandise. 


@ ORANGE eLEMON eLIME e CREAM SODA 


330 N. Ashiand Ave 


@ Chicago 7, lilinois 


The World's 


BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 
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MITCHELL JOINS MISSION 


Veteran beverage executive Lee 
Mitchell has joined the Mission Dry 
Corporation as Eastern Division 
Sales Manager. with headquarters 
in N. Y. C. Mr. Mitchell. who served 
as sales manager of the Squirt Co. 
for several years and subsequently 
as president of Mitchell-Wipert Co., 
will have charge of all Mission sales 
activities in the Eastern States. 





NAMED BY NEDICK’S 


William Geisler has been elected 
vice-president and assistant to the 
president of Nedick’'s, Inc., according 
to an announcement by Walter S. 
Mack. Jr.. board chairman. Mr. Geis- 
ler at one time served as vice-presi- 
dent of Pepsi-Cola Co. 





AMERICAN BOX SALES HEAD 


Named to head the expanded sales 
department at the American Box Co., 
Cleveland, O., is A. R. Caputo, for- 
merly assistant sales manager of 
the 50-year-old firm. Mr. Caputo’s 
promotion was announced by George 
H. Kubes, president. 
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Smoke Ballew and 
Associates, Inc. 


Appointment of Wm. P. Swartz 
Jr. & Co., Roanoke, Va., as its rep- 
resentative in Virginia and West 
Virginia, has been reported by 
Smoke Ballew and Associates, Inc., 
Dallas, Tex. 

The Ballew marketing organiza- 
tion represents a large number of 
bottling plant suppliers, and is cur- 
rently serving 38 States. 


National Aniline Division 


Walter M. Ralph, Director of Re- 
search and Development for the 
past 22 years, has been made Assis- 
tant to the President, National 
Aniline Division, Allied Chemical 
& Dye Corporation, New York. 

Mr. Ralph’s present duties will 
be assumed by Dr. Wesley Minnis, 
who for two decades has been As- 
sistant Plant Manager in charge of 
Research and Development at the 
Buffalo, N. Y., plant of National 
Aniline Division. 


Orange-Crush Co. 


F. A. Ryder, Sales Manager of 
the Orange - Crush Company, Chi- 
cago, has announced the appoint- 
ment of Vern Marshall as a special 
representative in charge of Orange- 
Crush sales in the Chicago metro- 
politan market. Mr. Marshall, who 
has experienced several years in 
the beverage business, will work 
closely with the Old Colony Bottling 
Company, franchised bottler in 
Chicago for the Orange - Crush 
Company. 


Graver Water Conditioning Co. 


Graver Water Conditioning Com- 
pany, manufacturers of equipment 
for all water treating processes, 
has announced the appointment of 
Harold R. Fosnot as Eastern Sales 
Manager with headquarters at the 
company’s home office, 216 West 
14th Street, New York. 

Replacing Mr. Fosnot as _ the 
Graver Chicago District Manager, 
with headquarters at 332 S. Michi- 
gan Ave., will be Herman M. Ross, 


CHANGES 


y | % Pa 
a to c y2 ; 
BIRELEY’S PROMOTES TWO 


Two important promotions were re- 
ported recently by Darrell Ingalls, 
general manager of Bireley's Divi- 
sion, General Foods Corp. Herb 
Ward, left, has , been placed in 
charge of sp ts for 
Marketing an and Dick Pear- 
son, right, takes over Ward's former 
post as Advertising and Sales Pro- 
motion Manager. 








who had previously been the Cleve- 
land District Manager. 

In Cleveland, Graver will now be 
represented by Richard E. Lewis, 
who was previously in the Graver 
home office at New York, handling 
all phases of water treatment. The 
new headquarters of Mr. Lewis in 
Cleveland will be in the Hippodrome 
Building. 


Dr. Pepper Co. 


Several promotions, appoint- 
ments, and changes in assignments 
were announced recently by the Dr. 
Pepper Co., Dallas, Tex. 

Gorman M. Smith, formerly a 
zone manager, has been reassigned 


DIVERSEY PROMOTIONS 


W. E. Noyes, vice-president in charge 
of sales of The Diversey Corporation. 
Chicago, has ed pr 

of former Pacific Division Manager 
F. O. Spence, left, to regional sales 
manager. R. C. Perry. right. formerly 
assistant Pacific Division manager in 
charge of sales for the entire state 
of California, has been named man- 
ager to replace Spence. Diversey is 
a major supplier of cleaning and 
sanitation chemicals. 
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It Costs No More to 


wee... « ue 


ACID-PROOF CARAMEL COLOR 


Guaranteed to be the finest Acid-Proof Caramel Color on the market, 
it is brilliantly clear, free flowing, and exceptionally strong. 


You take no chances when you take advantage of our experience and 


1300 W. DIVISION ST., CHICAGO 272, ILL. 


to the parent company’s franchise 
department 

Benny Combs and E. A. Haeger 
have been appointed zone managers, 
the former in South Texas and the 
latter in North and South Carolina, 
Virginia, New Jersey, and the Dis- 
trict of Columbia. 

H. Van Smith, Jr., and Wm. Knox 
Johnson, Jr., have been named to 
the fountain division. Mr. 
Smith’s territory comprises North 
and South Carolina and 
while Mr. Johnson will serve Ten- 
nessee and a part of Arkansas. 


sales 


Canada Dry Ginger Ale, Inc. 


James R. Kirkpatrick has been 
appointed by Canada Dry as dis- 
trict manager of the license depart- 
ment’s Midwestern region, with 
headquarters at Dayton, Ohio. He 
will supervise the activities of 
fieldmen in this and will 
supplement their work in behalf of 
all Midwestern Canada Dry bottlers. 

Mr. Kirkpatrick has had long 
experience in all aspects of Canada 
Dry and accordingly, 
the company expects that his ap- 
pointment will be welcomed by their 
bottlers as an added service. 


area, 


operations, 


Virginia, ~ 


service. You are assured of quality and dependable performance, 


backed by 70 years devoted to the manufacture of fine Caramel Colors. 


SETHNESS PRODUCTS COMPANY 


AA. 7 


5 


* 41-11 29th ST., LONG ISLAND CITY 1, N.Y 


WYANDOTTE CHEMICALS PROMOTES THREE 


Three promotions were announced recently by Robert L. Reeves, general 
manager of the J. B. Ford Division of Wyandotte Chemicals Corporation. 
Tom R. Todd, left. has been named Los Angeles district manager. Robert 
K. Tucker, center, is the new manager of the St. Louis district. A. Walter 
Hefti, right, has been advanced to new responsibilities at the company’s 


home office in Wyandotte, Mich. 





Dad’s Root Beer Co. 


In line with its current expan- 
sion policy, Dad’s Root Beer Com- 
pany, Chicago, has announced new 
appointments to its national sales 
staff and merchandising and adver- 
tising departments. 

Added to Dad’s sales staff are 
L. W. Stremke and W. E. Manthey. 
Mr. Stremke comes to Dad’s after 
four years as division manager for 





Ginger pole Flavors 


— FEATURING — 


MONTE CRISTO 


THESCO 


A Full Line of Distinctive Extracts 
and Concentrates 


THEALL & PILE, Inc. 


297 Peari St. 


New York 7, N. Y. 


now bottied bY over 250 bottiers with phenomenal 

(and profitable 

available 
{Tom Collins Jr. fr hi b 


A. J. LEHMAN CO. 
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the Mission Dry Company and 11 
years as district manager for the 
Nehi Corporation. Mr. Manthey 
brings to Dad’s 21 years of experi- 
ence in all phases of the beverage 
field. 

Also announced by Dad’s was the 
appointment of Willis Wyant, for- 
merly National District Sales Man- 
ager, Northern Territory, to Na- 
tional District Manager of Mer- 
chandising and Advertising 


a delicious real lemonade 
- « « the kind millions have 
enjoyed since childhood . . 


) soles. Write today—franchises 


in many territories. 





also lable.) 
912 Sycamore St. 
Cincinnati 2, Obie 
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PICTURE 
PARADE ... 








HORSE SENSE? 


When it comes to merchandising Dad's Root Beer it's apparent only the 
horse is asleep. Dad's Root Beer entry in the “Queen” contest for the 
local centennial parade held recently in Murphysboro, Illinois, may lack 
a certain degree of pulchritrde—but viewers agreed they'd never seen 
anything like it before! 





| 
TWISTER DAMAGES PLANT 


Most heavily damaged when a tor- 

nado recently ripped through Ko- 

komo, Indiana was the Orange-Crush 

Bottling Company plant. The dark 

portion in the upper righthand cor- 

ner of the photo shows the billowing 

clouds of dust where the roof used 

to be. The entire roof was completely 

ripped from the walls and represents 

ey ae ie oe ct a ee COOLING SYSTEM—CANADA DRY STYLE 
was so great that it actually lifted Latest in Canada Dry’s summer series of 24-sheet posters is this snowy 
a 400-pound heating unit right out toboggan-slide design, which is being shown by company plants and 
of the plant. bottlers in 114 cities. Tying in with national magazine and newspaper 
ads using the same treatment, the design also reflects Canada Dry’s 
new art approach, with plenty of open white space and minimum of 
written copy. 











LET US PUT 
Totty) A CASE OF B1 
IN YOUR CAR 


“CRUSH” HELPS OUT 


Orange-Crush and sandwiches re- PUT A CASE IN YOUR CAR 

i h ht 
Se or lig Seeking to further develop case sales, the parent B-1 Beverage Co. is 
Ga. The refreshments were served making available this 12” x 28” metal sign to franchise bottlers. Market 
through the courtesy of Salvation tests proved the new sign effective in filling stations, as well as grocery 
Army workers. outlets. 
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Popular... Fast Selling 


New Yorker Ginger Ale 


No better product + » no higher 
value. Universally enjoyed. Franchises 
open in some areas. 


FAMOUS MONARCH NAMES 
@ Cascade @ Escort 
@ Esquire @ Mingo 
@ Town Hall @ Old Harvest 


POPULAR SWANEE FLAVORS 
@ Orange @ Lemon 
@ Grape @ Lime 
@ Cream Soda @ Strawberry 





SMOOTH 
JO-JO and 
SWANEE 


Chocolate 

Rich .. . delicious... 

highly satisfying. Add 

them to your line. 

BOB'S-COLA CO., 
INC. 


P.O. Box 68, Station A 
Atlanta, Ga. 








For further information write 


P.O. Box 68, Station A 





MONARCH MFG. CO. 


Atlanta, Ga. 








Cott Adds Chicago Franchise 


Irving Gertler and Sanford Kee- 


shin, who operate the California 


Beverage Company in Chicago, 
have recently added the Cott Bot- 
tling Company of Illinois to their 
operations, it has been reported by 
John J. Cott, General Manager of 
the Cott 


New Haven, Connecticut. 


Beverage Company of 


Mr. Cott, 
who has been assisting with the de- 
tails of sales promotion for his new- 


Irving Gertler, John J. Cott and San- 
ford Keeshin look happy about the 
start of Cott bottling operations in 
Chicago. Gertler and Keeshin are 
owners of the Cott Bottling Company 
of Illinois. 





est Cott franchise bottler, 
“The Chicago market 
citing challenge to our 


declared : 
is an ex- 
company. 
This is the second market opened 
for Cott products in the last six 
months. Our first step beyond the 
New England-New York area was 
Miami. . . . Our basic strategy has 
proved effective in opening every 
have tackled thus far 
because we concentrate on creating 


market we 


profits, based on turnover, for the 


retailers who stock Cott Bever- 


ages.” 


Hires Adds Eight Bottlers 


Addition of eight bottlers to its 
franchise network has been an- 
Charles E. Hires 
Company of Philadelphia. The new 
Hires plants and their owners are: 

N. E. Mercure, Acme Beverage 
Co., Winooski, Vt.; W. W.Rogerson, 
Hires Bottling Co. of Georgetown, 
S. C.; Ned Moore, Moore Bros. 
Bottling Co., Inc., Sturgis, Ken- 
tucky; R. H. Starling, Mgr., Hires 
Bottling Co., Falls, Mont.; 
K. L. Davis, Bottling Co., 


nounced by the 


Great 
Hires 


rolls... folds in any direction! 


CORRUGATED 


Exceptio 

"al fley;. 

bility with fun a 

‘ective qualities of 

“Mm tase otlen, 
olds Ground 


any sha 
Reduces Ped item, 


Write Dept. 591-C 
for samples and 
literature 


"MANUFACTURING CO., INC. 
591 Ferry Street, Newark 5, N. J. 
PAPER PRODUCTS SINCE 1919 


Poplar Bluff, Mo.; T. E. Addison, 


Canada Dry Bottling Co., Clinton, 
S. C.; H. F. Timbers, Hires Bot- 
tling Co., Greeley, Colo.; and M. 
Pastega, Crater Lake Beverage 
Co., Klamath Falls, Oregon. 








CARRIER IMPROVED 


Grapette’s new six-bottle carrier 
(right) looks much like the old (left) 
in this black-and-white photo, but it 
features two important changes. 
First, the new carton has a thirst- 
suggesting green background in- 
stead of yellow as formerly. Second- 
ly, it features an auto-lock bottom 
which snaps firmly together simply 
by pushing against two corners. 
Shipped flat, the unit is made by 
American Coating Mills, a division 
of Owens-Illinois Glass Co. 











BROMINATED VEGETABLE OILS 


HIGH AND LOW GRAVITIES 


For Making Ringless Cloudy Emulsions of Orange, 
Lemon, Lime, Pineapple, Etc. 





Superior Flavor 





KOLA CONCENTRATE #382 
Va oz. to 1 Gal. of Syrup 


Samples and Prices on Request 


x 
24-CASE BEV-MASTER 











10-40 44th DRIVE 





DOMINION PRODUCTS, INC. 


L. 1. CITY 1, N. Y. mer 
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“COOLERS 


for efficient WET or DRY operation 


5-Year Warranty on compressor at no extra cost. 


Saves you $5.00. SUIiss 
a 


~ J 


6-CASE BEV-FOOD 6-CASE BEV-COOLER 


rite for literature and prices 


¢ MANUFACTURING CORP. 
E. Kibby St. Lima, Ohio 


18 Largest Manufacturer of Private Krand Refrigerators 


"Trademark Reg. U.S. Pat. Off 


National Bottlers’ Gazette 





CLASSIFIED 
ADVERTISING 





RATES AND GENERAL 
INFORMATION 
ON CLASSIFIED ADVERTISING 
@ For sale, Exchange and Wanted 
Advertisements are available to read- 
ers at the following rates: 25 words, 
$1.50 each insertion; 6¢ for each addi- 
tional word. Address or box number 
is not included in word count. A num- 
ber, or group of numbers is considered 
as one word. 
@ Orders for classified advertising 
must be accompanied by payment. 
@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 
e All advertisements appearing in 
these columns are bona fide. In an- 
swering same, please take notice that 
letters must be sent to the box num- 
ber, initials, name or address given by 
advertiser. The N. B. G. assumes no 
responsibility for condition or descrip- 
tion of items listed in this section. 
@ Under no circumstances will the 
N. B. G. give the names of parties 
where box number or initials are 
given as the address. All answers 
sent in care of this office are promptly 
forwarded. 
NATIONAL BOTTLERS’ 
GAZETTE 
9 East 35th Street, New York 16, N. Y. 




















FOR SALE 


Business Opportunities, Bottling Establishments 


FOR SALE.—Bottling plant located in 
West; fifteen years j have t A.l. fran 
chises; large volume sales b een four and five 
hundred thousand cases yearly; have two | 
lines in excellent shape; operate xteen 
— plant a al ys st 1 a very good profit. 


Middle 


ttling 
ucks ; 


FOR SALE.—Beverage plant, in rapidly grow- 
ing community; 3 franchises, cap. 450,000 cases, 
well equipped; real estate can be purchased or 
long lease; a . to sell; want to retire K.., 
BOX 5A2 2 


FOR SALE.—Bottlir 
in West Central Kansas; w 
other interests, this is 
ment in good co 


small installation 
sacrifice because of 
a real buy; bottling equip- 
lition, 3 trucks, Dixie filler, 
Miller-Hydro was 2 national franchise drinks 
w/private brand of flav ; plenty of bottles; good 
ypportunity for someone to buy a going busimess 
well worth the money.—O. C., Box 559.—10.-1 


FOR SALE.— Medium-sized 
Central Oklahoma; Model C 
2 trucks; 4 Nationally kno 
ties; good increase in business; priced right, anc 

rth investigation; for details write—DR. PEP- 
P E R Pha rl ING co / Oklahoma. 
10 


bottling plant in 
C Dixie, 60 cph car 
wn franchises; 3c 


atonga, 


FOR SALE 
LEONARD J 
Champaign, Ill 


— Bottling plants. — Tel 
SCHRADER, 590% E. Green St., 
10.-1 
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9094, 


SPECIAL 
ANNOUNCEMENTS 


BOTTLERS’ TRADING POST 


WE BUY - SELL - EXCHANGE 


L SPECIAL MACHINERY SALE 


24 spout Red Diamond filler rebuilt 
12 spout Red Diamond filler 

40 spout CEM filler 

500 gal. Lomax syrup maker and filter 
S.S. tanks 100-400 gal. cap. 

500 gal. CEM saturator 

3 ton York water cooler, 7 yrs. old 


At least 50% off on all machinery 


BOTTLE SPECIAL 


5000 cases 7 oz. ACL Clicquot Club bottles, 
int and emeraid green 

5000 cases 32-0z. Clicquot Club bottles, 
blown lettered, int and emerald 
green 

7 oz. fiint sodas—1000 full-depth cases 

12 oz. ACL steinies—5000 full-depth cases 

Large quantity 24/7 oz. cases half-depth 
partitions, excellent condition. 











AIOMONM BOTTLE & SUPPLY CO., INC. 


761S-3rd AVE BROOKLYN GD. N.Y 
BEACHVIEW 8.3450 





iT IS INCOMPARABLE! 


A-1 Cola Base Concentrate 
“The Cola of Superior Flavor” 
write fer free sample te 


CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, tI. 








CONSULTANT 


Preparation and Production of Carbonated Beverages 
Leading U.S. A. and Foreign Manufacturers 
erved. 

DR. FREDERICK H. POLLACK 


Lorree Laboratories 
8-28 Astoria Boutevar Leng isiend City, 6. Y. 





Chaies S JACOBOWITL @. 


JO7! MAIN STREET 


REBUILT EQUIPMENT 
FOR SALE 


Cem 40-spout Filler. 

Dixie Model F one 
trim. 

Liquid 32-spout low pressure. 

2 Burns Model G automatic fillers. 

Burns Model B. 

8 stainless carbonators, 250-1000 gph. 

Liquid and Jumbo crowners. 

Heil 8-wide washer, used 2 years. 

3 Mojonnier Carbo Coolers. 

Liquid Model 901 Cooler with 10 HP 
compressor. 

Meyer-Dumore 5-compartment, 
quart washer, used 6 months. 


BUFFALO 14. N17 AMHERST 2100 





16-wide 


Partial listing only. All equipment owned by 
us. Offer is subject to prior sale. Write 
for details. 


| franchises, 


ewe future ; for 
10.-1 


| Liquid 


| Jansen cooler; 


| trucks; 
| live, prosper. 
| BOX 564 10,2 


| 14 filler 








- p 4 2n74, 
Sewmng American Vudustry §07 over 30 Years 


name on 
| 


| each 
| St., Hot Springs National Park, Arkansas.—10.-1. 


CLASSIFIED 
ADVERTISING 


FOR SALE.—Plant fully equipped, located in 
fast growing western Washington, serving territory 
of 350,000; market $1.20 small, $1.60 large; two 
3 trucks, cap. 6) cases per hour; low 

price $25,000; business has wonderful 

details write—W. M., Box 


rental lease 


O56. 


FOR SALE.-—-Bottling plant central U. S. city, 
over 1 million population in territory ; 96c market 
good machinery, equipment ; good opportunity with 
two franchised drinks and private flavors; priced 
for quick sale; owner wishes to retire due to age 

O. A., Box 557.—10.-1 


FOR ‘SALE. -Bottling plant, Midwest location; 
three top franchises; stable, diversified economy ; 
high potential; 400,000 population within 50 mile 
radius; a bargain.—H. W ox 222.—10.-2 


FOR SALE. ieee es ay equipment includes 
8-wide Liquid 3 compartment soaker, 24 spout 
filler and crowner, 800 gal Liquid care 
bonator, 15 head mixer, Lattner automatic gas 
boiler; Permutit water treating unit and softener, 
seven trucks; plenty cases bottles; 
repair parts and all necessary equipment for 1¢ 
case cap. operation; other interests necessitates 
sale; worth investigating.—N. X., Box 554.—-10.-1, 





FOR SALE.—-Bottling plant, seven county tere 
ritory with 12 million dollar irrigation project, 
thriving city 11,000; area Wichita Falls, Texas; 
finest equipment, fireproof building; 9 new-motor 
area really growing, a lovely place to 
$100,000.00; liberal terms.—O ” 








FOR SALE 


Machinery, Apparatus, Materials, Bottles, Boxes 





~ FOR SALE.—1 model F I Dixie semi-automatic, 
2 yrs. old; 1 model C Dixie SS, a 
1 Irwin carbonator 250 gal. per hr. ca 
reasonable offer refused. —PHILIP ive ER 
BEVGS., 843 E, 156th St., Bronx, N. ».-2, 


9 


FOR SALE—1 20-ton ice machine, Fairbankse 
Morse compressor and condenser; Acme flooded 
type water cooler; 1 Cem Nepro Saturator; im 
mediate delivery. —PURITY BOTT. CO., Warren, 
Ohio.—4¥.- 

FOR SALE.—Meyer-Dumore, Jr., 4-wide; 
25) gal. Cem saturator, 7 to qts; 
kin water cooler; used until A ty 5, 1951; fair 
condicony good price.—SEVEN-UP ROTTL ING 
co., 4'W. Princess | York, Pa.—10.-1, 


3 Eee quart 
MINNEAP 
4 South 14th 


Cem 
Lar- 





te SALE.—Dumore. 8 wide 
washer; good condition; priced low 
OLIS BOTTLING COMPA 
Avenue, Minneapolis, Minn.— 


FOR SALE. is" a 
wide, 2 tank, for % pint bottles only; good 
shape; bargain MINNE APOLIS BOT TLING 
a yr ANY, 254 South 14th Avenue, Minn., Minr 

10.- 


single end washer, 8 


FOR SALE.—Installing 60 Liquid line in near 
future; will have for sale 40 Liquid line splits to 


| pints which will include 16 wide tour compartment 


soaker inside and outside brushes, 
4) spout filler, 8 head crowner, 500 gal. magic 
Lifetime carbonator; this machinery is A-l condi- 
tion and can be seen in operation, at present bot- 
tling 12 oz. Pepsi-Cola; will available in 
October; will sell reasonable Atlanta.— 


16 head syruper, 


F.O.B 


| Ra. 2163, PEPSI-COLA BOTTLING COMPANY 


OF ATLANTA, 
Atlanta, 


579 " est Whitehall Street, S.W., 
Georgia.—10.- 


FOR SALE.—20,000 30,000 half ll Emerald 
green Appolinaris type water bottles; part with 
bottom part without; 400 full depth 
cases with hinged covers for 12’ half gal. bottles 
LITHOX MINERAL WATER, 179 Cedar 





FULL OPENING 


DRY ICE 
CONVERTERS 


Save Up to 60% of CO, Cost! 


Take Full 50 Ib. Cakes 


WRITE FOR FREE FOLDER 


describing 
Gives complete construction 
details 


how you can save 
money 


operation 


FOR SALE of irink vending machines, 

SH0,000) year nachines on € loc ations ; 
ho also 6 candy machines 2 
expand; tul quipped 

7000; very pr ohtable lo 

’ APPLE COM- 

leveland, Ohio.—10.-1 


uick_ sale 


PANS 1836 Euclid Ave., Cl 





FOR SALE : yout Liquid Red Diamond 
ruper-filler-crov = — rebuilt in our 
ne anteed like new; 
' RSTEN BERG BOTT- 
301 Powell St., Brooklyn 


1 DeLt 250 gph 
1e¢w 1 forld ‘abetes hand 


tric; 1 Pot 
ADAMO, 
‘1 N. Y.—9 


te ele 
ACOB 
] ane 





Liquid 8-wid 
i filler, $995.00, 


FOR SALE 

0 I : Selah, 
ately 

1030 


\OMONT & ‘SONS 





ice t 
_— tic ym by 
to se 


SE RV ti E CORP 


id Mixer % 

used one year 

new $2.8); 

ROrT co 
A y 


ve 


FOR SALE.—Washer sa one year old 
D and L 12 wide double end autom load unload 
Hydro (Non soak); cost $12,000 r price $4,400. 

CANADA DRY BOTTLING CO. OF AI 
BANY INC., 815 Central Ave Albany, N. Y 

10.-3 


FOR —_—. World L abeler improved No. 7219 
Div. A yndition w 
$300.00 Inbal pickers for 7- 
tin fo nent for 12-24 
full der 1 sed cases for 6 


tle i h N. Y¥ Box 401 








FOR SALE 


ee. 8 oz. emerald green sodas, packed two doz. 

cartons. 

10,000 cases, 24/7 oz. flint sodas, ACL ‘‘Joe Louis." 
r. 7 oz. emerald green *'ACL"’ wr shape. 

5000-gr. 12-0z. emerald green ale botti 

5000-gr. 12-oz. amber slope neck shape ; otele bottles. 


1. BASKOWITZ BOTTLE CO.., Inc. 


1301 Grand Street Brooklyn 11, N. Y. 








We Will Buy At Any Point 
Any Quantity of Emptied 10-Gallion Grapette, 
Double-Cola, and Pepsi-Cola Metal Cans; 
= Also Woodes Kegs, Barrels and Steel 

rums. 

BUCKEYE COOPERAGE Co. 
3803 Orange Ave. Cleveland 15, Ohio 








FOR SALE 


Approximately 1,000 gross 6'/,-ounce capacity, |4-ounce 
weight, emerald green sodas initialed on the shoulder, 
packed paper crate service cartons; 500 cases, 12 each, 
24-ounce green, amber, flint, with or without cases; 1506 
half-depth cases for 7-ounce and !2-ounce; 12,000 cases |2- 
ounce flint export shape beer bottles, packed 2-dozen pa- 
per fibre board boxes, suitable for Army Camp deliveries. 


SIGNER BOTTLE SUPPLY CO. 
Wilstach & Dalton Sts., Cincinnati 14, Ohio 
Phone: Cherry 6227 








ALWAYS BUYING 


Seda Water Tanks—Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO. INC. 
399 Genesee St. Buffalo 4, N. Y. 








FOR SALE 


300 gross, 7'/. oz. Tall Flint Sodas, New 

700 gross, 8 oz., Tall Flint Sodas, New 

200 gross, 32 oz., Clicquot Style Flint Sodas, New 
30,000 cases, 12 oz. emeraid green ales, Ballantine style 
1,200 cases, 7 oz. Crystal and '/, depth shells 
10,000 geses, 12 oz. Export Shells, paper partitions, 

4 

10,000 soene, 


3,000 cases, B-1, ACL Emerald Green 
Boxes 24 to Vy depth case 
We buy all surplus bottles and Crowns 


PENN BOTTLE & SUPPLY ag Soh 
5619 Cherry Street ila. 39, Penna. 


12 oz. Steinie Shells, paper partitions, 


Bottles & 














FOR SALE.—Red Diamond 12-spout filler and 
crowner; Red Diamond 250 gal. carbonator; Liquid 
automatic universal washer, four wide Evans 
heater; ice machine—Worthington ammonia com- 
pressor, 5 H.P. with cooling tank; Water treating 
equipment—sand and gravel type; filtering system 

small liquid; all equipment in use until last 
month: for further information write.—CLIC- 
QUOT CLUB BOTTLING CO., 206 E. 68rd 
St., Jacks 


miville, Fla. 


Dad’s 7 oz. ACL 

wn beasts @ $4.00 per gr., and 125 gr. Dad’s 

z. ACL brows be ties @ $7.00 per gr.; bottles 

are standard Dad’s bottles; approx. half are brand 

new (MPERIAL BEVERAGE CO., 234 Or- 
10.1. 


chard Street, Rochester 6, N 


FOR SALE.—Approx. 375 gr. 


28 filler—one 12 head Cem 

er; both in fine running condition; bargain 
priced; also two 1947 Dodge trucks with Kuhns 
eect age bodies -MAHER BEVERAGE CO., 116 
E. Clinton St. Napoleon, Ohio.—10.-1. 

FOR SALE Meyer Dumore Junior bottle 
washer oie. pints, and quarts; in good condi- 
tion, 1 larger unit. CANADA DRY 
Boi rl ING ‘COMP ANY, 727 King St., Charles- 

10.-1 


on, Sd. 


FOR so LE.--CEM 





fully automatic, 
10 years old; good 
ilable; $1,600.00,.— DR. PEPPER 
2544 University Ave., Madison 5, 


FOR SALE.--Model F Dixie; 
3 si ] R 


eeves Drive; 


Immediate atid 8-wide Meyer 
ympartment washer for splits, 
serial No, 1619, price $3,000.00; 
pout Red Diamond Filler, equipped for splits, 
pints and quarts, Serial No. ‘169, price $1,750.00; 
O&J Duplex labeler, lefthand feed, excellent con- 
dition, Serial No. 1301-286, price $1,500.00. — 
MARION BOTTLING COMPANY, INC., 241 
North Main Street, Marion, Virginia.—10.-1 


Rb . SALE 

umore, S 2 *¢ 
em and quart s, 
an 


FOR SALE.—4 years old, 
handles splits, pints, quarts, replaced with larger 
unit; many new spare parts SEVEN-UP BOT- 


TLING CO., Brewery St., Greensburg, Pa 
1 


Burns “B” Special, 


“FOR SALE.—Used equipment, priced low to 
r r floors; Liquid Carbonator 200 GPH, re 
Water Filte quartz and minchar, 
excell ion; Lomax Syrup 
nditioned; National 
12 oz. and smaller, re- 
1 fired wolles _— “ome 

1 conditi write or phon 
THE FILTER PAPER 
h Michigan ve., Chicago 


FOR SALE.—Dixie F; Dixie D; 6 wide Heil 
washer; 250 gph Cem saturator, 250 gph Liquid 
Red Diamond carbonator; 5 hp Frigidaire water 
cooling unit; gounestns bottle conveyor and ac- 
cumulating tabi ; also have a 12-spout Red Dia- 
mond in very good condition; most equipment has 
been completely rebuilt— K. K., BOX 459.—3.-1. 


FOR SALE.—20. spout Cem filler; 
Dumore washer; 12-head Cem mixer; 2 2 Loo- 
mis-Manning water ators: Terris water polisher; 
World Rotary automatic labeler; CCS rotary ac- 
cumulating table; 2 90° conveyor turns and one 
45° conveyor turn; 200 gal. stainless steel tank, 
and 6 disc Star Liquid sirup filter; first class con- 

complete line or part of it.— K. L, 
-1 


Sw2c Meyer 
24” 


FOR SALE.—Liquid Red Diamond 24 spout 
filler and crowner; Sw2c Superkleen washer; 500 
gph Liquid Lifetime stainless carbonator ; 16 "head 

iller Kendall beverage tumbler; 2 60-gal. stain- 
less tanks; 2 100-gal. stainless tanks; Liquid auto- 
matic labeler; other miscellaneous equipment; 
priced very reasonably; inguis for any of the 
units; must move.—K. J., OX 45831. 


FOR SALE.—Standard Knapp bottle packer, 
4 lane left hand discharge, with sets of change 
parts; new 1941; % hp 220 volt 60 cycle 3 phase; 
weatherproof ad very good + eeu very 
reasonable.—K. G., BOX 405.3 


FOR SALE.—40 Cem filler and crowner; 
head Cem tumbler; 800 gph CCS sat urator ; 
Liquid Red Diamond water coc sling unit; 
CC&S table; equipment in fairly good condition ; 
at as a unit or individually.—M. S., BOX 
2.—7.-tf. 
_FOR “SALE.- 4 150 lb. Harrisburg Dry Ice 
t IMPERIAI BEVER Roe CoM- 


Irchard Street, Rochester 6 





CLASSIFIED 
ADVERTISING 


FOR SALE. —40-spout Liquid low pressure 
siruper and filler with 8-head Liquid crowner; 
1,000 gph Liquid stainless steel carbonator ; 26 
head Liquid bottler tumbler; 2 ” Permutit water 
filters and misc. roller skate and solid roller —_ 
conveyor; all of this equipment to be dis 

bly as a unit or separately.—K. H., BOR! « 


FOR SALE.—S-wide 
ity 180 cases per hr., 
ead Liquid Rotary crowr 
accumulating table, no Pc 5 sections Matthews 
roller conveyor, with adjustable leg stands, like 
new; 8 all-steel welded deck type beverage bodies, 
9-344" deck clearance to fit 7-oz. bottles, varying 
from 120 to 170 cases per body, to fit standard 
160°’ W.B. truck chassis; special prices quoted on 
above equipment for immedi ate aca due to 
= al liquidation = clearin ace; for quota- 
ns write—1 ADE BOT” T. CO. "910 Grant 
Atlanta, 


D&L bottle washer, ca- 


Bia ig = 


FOR SALE.—CEM saturator, serial No. 
10; 1000 gal. ca % H.P. motor, excellent 
dition. Tel. Bric eport 6877.—NORTH 
CAN CREAMERIES, INC., 320 
Life Bldg., Minneapolis 1, Minnesota 


192- 
con- 
AMERI- 
Metropolitan 
-10.-1. 


FOR SALE.—3 
r ank—W ater 
s and valves; 


20” Filter Tanks, 1—32” Fil 
filter system complete with fit 
replaced with larger filter-needs 
i, gravel and quartz filling; priced for quick 

at $150.00. Tel. Independence 3-3230._-THE 
3224 N. Elston Ave., Chi 


ale 
NEDLOG COMPANY 
lino 10.-1 


nbo 
and 


oe SALE MH) sy : juid filler, Jur 
M rowner, 58 feet convey nd chair 
36 accumulating 
with large 
ING CO 
10.1 


4 n operat n; re- 
placing ROYAL CROWN 
BOTTI M Fort Wort 
Tex 





Oe SALE.—1 Model 
yndition an 
over 
including lat c ‘ 
spy 1s $350.00 1s 
PEPSI-COl BOTTLING 
Ave., Winchester 


CO 


FOR SALE 
wit ase 1,2: 


FOR 


col 
Ave 


¥OR SALE 
to handle splits, pi i quarts.—NE 
BE v. ( 0. >, 1420 N. Senate Ave., Indianap- 


olis 7, Inc 


154-case 


FOR 


perating 
SAN ADA DRY 


Street em] 


SALE.—Adriar 


cond rm 
BOTTLING 
Tenr 


name 

r system; 
00 gal 
system 
eater 


FOR SALE 
rown 4 


1,000 2 


FOR SALE. 6 gal. automz tic jug washer and 
200 gal tainles t up tank, without 
tator write.——-CAM ARR ANO BROS., 2307 
Street, Tacoma, Washingtor 10.-1 


oT 4] 


FOR SALE 
time S.S. 200 gph cart 
cycle motors; one prac lly 
perfect condition; this is ‘net junk and ee ease io 
yffer is expected for either or bx . 
COLA BOTTLING COMP 
13 Oates Ave., Winchester, 


we Red Diamond 


October, 1951 


in very good condition ; | 
36-inch Miller | 


_| WANTED TO BUY. 


bevera nfs j 


CLASSIFIED 
ADVERTISING 


FOR SALE.—Over 2000 Grapette 30 bottle 
cases in practically new condition; 30 cases and 
bottles, 30 bottles each Lemonette; 100 cases and 
bottles 30 bottles each Grapette; large quantity 
of metal and fibre signs and advertising 

larger sizes —not bottle tof etc price 

steal $700 cash FOB Winabentes 
peg OF NO 

I Va.—10.-2 


inchester 


Va EPS 
VA., 13 Oates 








NTED TO BUY 


=e cations Bottles, iis Machinery, Materials 


WANTED TO BUY.—Standard 7-oz. 
Up bottles; quote price and 
BOX 539.—9.-2 


Cheer 
location.—N. H., 


Rotary type ocolate 
| drink retort cooker, 530 case or larger cay 0. D 


he x 560.—10.-1 


WANTED TO BUY. — 
model; also &) feet pe os and 
a gp ig table ROYAL 

rLING COMPANY, 701 N 
Texas.—1).-1 


spout filler, late} 
chain and 48 inch 
CROWN BOT 

Main, Fort Worth, 


WANTED TO BUY.—7 oz 
tles; give quantity and price 
STORAGE COMPANY, 110 
ingston, Montana.—10-L 


ACL Squirt bot- 
-P ecg ICE ANIL 


Nor B St., Liv- 


WAN heb TO BUY.—Syphon 
oz e price, quantiti 
E., 5 aon nel 10-1 


Seltze 
and ce¢ 


bottles, 
ndition 


WANTED TO BUY 
ator; advise price a 
10.-1 


Permutit 3 zone 


nditior O. F 


precipi 
BOX 


and 
tities, price 


a TO BUY 5 gal. water bottles 
x fi type bottles; advise quar 


oO. ¢ ‘BOX 63 10,-1, 


WANTED ro BUY Elenite Water sterilizer 

t condition ; ancy prices, 
ease PEPST-COL ABOTTLING CO OF NO 
VA., 13 t Ave W hester, Va 10.-2 


Rdg TED TO BUY 1700 G 10,000 cases) 
pl n be unce capacity, 14 or 16 ounce 
price; please send sample.—TA-KA 


B F a E R AG E S ‘1019 Nest Central Ave., 
I 


WANTE D 
bottle te 
ERAGE CO 


Kaki BUY.—7 ” 
and quantity. HAV ANA Ree 
lo W Lake St., Chicago 24 


ottling 
75,000 
ete private label ; 


reply.—M. A., BOX 503 


WANTED 
I ¢ 


cast $ 


a BUY.—Small 
rm States; \ 
single franc 
partict 
WANTED TO BUY. 


well 2 


~Any quantity of 
seltzer bottles; advise 
t nd pr FOB your 
FiRSTENBERG BOTELERS EQUIP 

N. Y. 


7 »well St., Brooklyn 12, 


tank 3" ag 


WANTED TO BUY 
acl Orange Crush amber 
OLIS BOTT. CO., Mpls 


Carload or more 7-oz. 
bottles. —-MINNEAP- 
, Minn.—7-1. 


WANTED TO BUY.—Complete bogiing unit 
f allon and half gallon carboys.—J M., 
BOX 75, Waverley, Mass.—7.-1. 
bottles; 26-oz. 
‘phone Jerome 
1309 Bronx 


WANTED TO BUY. 

ular size; chrome Cs 
7-8257.—_SAMUEL ST 
River Ave., Bronx, N. 


er 
plait 
NBERG, 

—7 

WANTED TO BUY.—7-oz. cap. 9%” 


tate price and quantity HAVANA 
3410 W. Lake St., Chicago 24, II. 


Orlando, | 


tall plain | 


plant; j 


soda | 


tall plain | 
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CLASSIFIED 
ADVERTISING 





HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


HELP WANTED.—Mechanic: experienced « on | 
labelling machines of all makes; also some know!l- | 
edge on other types of bottling equipment; steady 
employment; state pant doe and experience; location 
N. Y. C.—K. F., B —3.-1. 





HELP WANTED.—Salesmen wanted; old es- 
tablished flavor house wants men; will | 
side line or full time.—ESSENTIAL PRODUCTS 
CO., INC., 6 Fulton St., N. Y. C.—8.-t£ 


HELP WANTED. — Production foreman for 
middle western plant; must be familiar with Miller 
Hydro Washer and Cem equipment; state experi 
ence, salary expec ted, and enclose photo. t. E 


BOX 535.—8.-3 


HELP and bot 
must be 


Jiquid Low 


WANTED.—P roducti on man 
tler to take complete charg ) 
experienced m Meyer 
Pressure fillers; good pay 

N. S., Box 5565. 10.-1, 


WANTED Flav I st, able 
omething exceptionally fine in a fruit 
beginning to must under 
of the business I a small 
share bonus ar 
alary 7. V Box 


HEL P 

range, fro 
angles 
company will 
plus at derate 


SALESMEN WANTED. -- Neeco coffee soda; 
experienced in franchising, three, 
past mer 

this i 


managet 


itories for the 
nev t appeal rHE NEECO 
COMPANY f ATLANTIC y Satay? 
COMPANY 4 Fulton Street 15 
Mas 10.-1 


Dixie 
} 


binning 


Experi enced 
wante 


HELP 

ne erat epairman 
ng an act as foreman 

wne ell 

bonus based 

MA’S OLD RASHIONED. 


1523 W. Salina Street, 


de tails t 
MOTTI ING 
N. Y¥.—10-1 


Syracuse, 





New Stainless Steel 


IMMEDIATE DELIVERY —LOW PRICES 


Tanks, from 50- to 1,000-gallon 


eapacity. 


Several sete of Water Fik 


Complete 28-spout CEM line, 2% years old, for 
oplits, p and quarts. 

spout Liquid Low Pressure, adaptable to three 
sizes. 
40-spout line, from splits to 12-02. 
24-spout CEM, rebuilt. 
40-spout CEM. 
Petter & Rayfield Cooler, 
Mejenaier Carbo-Cooler, 20-ton capacity, 
old. 
24-spout Red Diamond Filler; 8-wide Liquid Washer, 
with Potter & Rayfield Cooler—pints only. 
Jumbo Model “E™ 6-head Crowner, like new. 

A lating Tables, motor driven. 

4-wide Meyer- Dumore Washer, splits to quarts. 


250 gallons per hour. 
2% years 








Single, ‘Shell Steet 
2000—Lee St. 


FOR SALE 


Quarters. 
port Sen ‘els, 1947's, >. 49's. 
ases, paper ions. 
if Barrels. ” 
Labeler. 
+ mpected. operation at 


500—Gross 7 oz. wy b-4 Expor? Bottl jes. 
1—12 mide Soaker, qts. and pts. 


IRARD MACHINERY & EQUIPMENT COMPANY 


134 S. Second Street Reading, Pa. 














Buy — Sell— Exchange 


BOTTLES—SUPPLIES 


M. WALSH 
8201 4th Ave. Brooklyn, N.Y. 
SH 5-5856 














PRICE REDUCED! 


CITRIC ACID 27c per lb. 
f.o.b. Brooklyn 


BENTON-LEE CORP. 
109 COOK ST., BROOKLYN 6, N. Y. 











FOR SALE 


1—Liquid Washer, 8-Wide, 3-Comp. Quarts 

1—Meyer Washer, 8-Wide, 3-Comp. Quarts 

1—Liquid Washer, 16-Wide, Quarts 

1—Liquid Washer, 16-Wide, Pints 

1—Yundt No. 25 Automatic Torpedo Pasteurizer 

4—Liquid and O&J Rotary Duplex Labelers. 

1—Manton Gaulin Homogenizer No. 125 CGD, stain- 
less steel, New. 

ry 12” dia. Filter with 12” Hydrodarco puri- 

. Practically New. 

16—Stalatees Steel Sevege and Mixing Tanks from 

60 gal. to 500 g 


PERRY EQUIPMENT CORP. 
1419 N. 6th Street Phila., 22, Penna. 


opportunity for 





perienced in 


| 150,000 pop.; 





} tives 








Complete 50-case-per-hour bottling plant, 
ef Buras Filler, D & L Washer, Liquid Carbonator, 
Ermold Labeller, syrup filters and 2 stainless steel 
tanks (55 gallons cach). 

Ermold Labellers, right and left-hand, 
with labelling attachments for 7-o2., 
quarts. 

CEM Model “B” Saturator, 1,000 gallons per hour. 
Electric-eye Productometers 

Durant Bottle Productomet 


late models, 
12-o2., and 


Permutit and Interna- 


tlenal, frem 500 to 1,000 gallons per hour. 
All equipment owned by us. Tell us your requirements. 
What de you have to sell? 


PHILADELPHIA MACHINERY COMPANY 
3034 N. Boudinot St., Phila., Pa. 


Dhbbbbbp pbb bbb 


OFFER SPOT 


Propylene Glycol U. S. P. 

Citric Acid USP Granular & Anhydrous 
Vanillin USP, Ethyl Vanillin 

Benzoate of Soda USP Powder & Flakes 


TORRE PRODUCTS CO., INC. 
52-54 Wooster St. New York 13, N. Y. 
Telephone REctor 2-1153 
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CLASSIFIED 
ADVERTISING 


HELP WANTED.—Salesmen, established flavor 
10use, nationally known with highest rating has 
openings in midwest and mid-Atlantic States; 
aggressive, experienced men to de- 
business in addition to well established 

give age, experience, approximate 

Box 565.—10.-1 


velop 
present volume 
earnings Oo 


HELP WANTED.—Bottler mechanic for grow- 
in =. Dixie plant in Penna.; state age, experience, 
ary expected.—N. BOX 536.—8.-1. 


HELP WANTED.—Salesmen calling on soda 
water industry to sell ginger ale on commission 
basis for old established ginger ale house.—M. 

ox 525.—7.-1 


HELP WANTED.—Production Manager, 
sirup mixing and handling Liquid 
machinery; must be able to run an immaculately 
clean and highly efficient operation with reference 
to prove it; plant located in Southwest city of 
write stating age, experience, mari- 

references.—M. M., BOX 515.— 


ex- 


tal status and 

7-1 
HELP WANTED.—Northern California nine 

prefer experienced Cem 20, DL Soaker, syrup 


| making, water eo etc., — giving references 


and state age, experience, marital status, 
DR. PEPPER’ BOTTLING COMPANY. 
ton, Cal.—7 


etc. 
Stock- 


HELP WANTED.—Man to take charge of bot- 
tling plant, who ou i Dixie — job is 
permanent with chanc buy inter 
pany. G RAPETTE BOTTLING 
1845 EAST 28th St., Lorain, Ohio.— 


HELP WANTED.—Manufacturer’s Agent with 
non-competitive lines; House's eo ory line of 
fine flavors; House’s patented “UPANOVER” 
sugar bag dumper; House's new model sanitary 
syrup filter; generous commissions for man with 
established clientele in New York, Pennsylvania, 
Ohio; firm founded in 1891 JACOB HOUSE & 
SONS, 52-54 St. Paul St., Buffalo 8, N. Y.—8.-1 


COMPANY, 


HELP WANTED.—T: 
sales 
franchised 

sales 


aveling sales representa- 
representatives needed for nationally 
Beverage Parent Company; beverage 
experience and apti tudes necessary; salary, 

r expenses paid ; men 
write full details and 
N. L, BOX )40.—9.-1. 








WORK WANTED 


Bottlers, Foremen, Helpers 





POSITION WANTED. Production manager, 

ven one half years with National franchise bot- 
tle experienced all plant operations; desires 
work where knowhow, honest efforts will be appre- 
ciated N. W., Box 553. 10.-1, 


POSITION WANTED.—General Manager of 
botthng plant willing to make change; twenty 
years of “experience knowledge of all types of 

acquainted with syrup room water 
will go anywhere—N. U., Box 551 


machinery ; 
treating 
10-1 








MISCELLANEOUS. — Fully equipped soda 
botthng plant with franchise in Honolulu, Ha- 
waii, where cold drinks are sold all year round; 
for details write.—P. BOX 2113, Honolulu 


5, T. H.—7.-3 





National Bottlers’ Gazette 





CITRIC 
ACID 





Expanded capacity at Pfizer's 


Additional Supplies plant in Groton, Conn., has made 


, possible increased production of 
Now Available citrie acid and its many important 


derivatives. 


Citric Acid U.S.P. 





Pfizer's recently enlarged citric 
Citric Acid Anhydrous acid plant at Groton, Conn. 


Sodium Citrate U.S.P. 
Sodium Citrate Anhydrous 


Sodium Citrate Vill Granular 


” “ “= x» P 4 
) q f \ : . na ” 
a | | | | Write for technical data and prices to Chas. Pfizer & Co., Inc., 
® 630 Flushing Ave., Brooklyn 6,N. Y.; 425 North Michigan Ave., 
Chicago 11, 111; 605 Third St., San Francisco 7, Calif 














e Manufacturing Chemests fe aCver 100 Years 









































UT WHAT’S IN THE JUG? 


When it comes to the selection of lemon, you 


can compare every claim and every cost with 


lite. 


rade’s standard of quality for 67 


The original 
Pure, natural 
Terpeneless 
Concentrated 
Delicious 


. Profit-producing 


For any type lemon drink, come right to head- 
quarters — straight lemon in various concen 


trations blends with limes in any proportions 


JACKSON . MICHIGAN 


} 
{th} 


ih} 
A 
TAA 


Hin! 

i 
the 
i 








WHA 


















































